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Where building budgets restrict floor space, to give the feeling of spaciousness and to allow full 
Thermopane* insulating glass in the windows use of the room is the economical solution. 
hecomes doubly important. All of the room is The 14-inch insulating blanket of dehydrated air 
usable because the inner pane stays warmer in sealed between the panes of Thermopane does the 
winter and downdrafts are minimized. trick. Builders now are erecting Thermopane window 
(reas next to windows stay comfortable and walls at little or no advance in cost over conventional 
furniture can be placed for maximum conven- wall construction. For design flexibility and building 
ience. An unused “low-comfort zone” is expen- economy, Thermopane is made in over 80 standard 


sive to build. A window wall of Thermopane sizes. For details, write for our Thermopane book. 


Two Panes of Glass ) ( 
A 
FOR BETTER VISION SPECIFY THERMOPANE (9) 
MADE WITH POLISHED PLATE GLASS rsx g Ory Air 


I NAS Se MADE ONLY BY LIBBEY*OWENS-FORD GLASS COMPANY 
“ya Seal" 4425 Nicholas Building, Toledo 3, Ohic 
SS / (Metal-to-Glass) 





You build ‘em... 


BRIGGS 5, 


¢ 


xe le Se 
Pr. tee eer ey 


Adds only a few dollars 
to cost of each home... 
gets back all your dollars 


... plus profits... faster! 


Here’s why! Surveys prove that people want 
colored bathroom fixtures. In the last big na- 
tional survey, 64% of all families interviewed 
said that they thought color was definitely 
smarter, newer, more modern . . . and that 
given a choice at a reasonable price they would 
take colored over white fixtures every time. Now 
Briggs brings them—and you—colored fixtures 
at a price so reasonable it is revolutionary! 
Only 10% more for Briggs beautifully styled 
stainproof fixtures in color than for white! 
Every word of that statement is worth its weight 
in gold to you. Not only because it means faster 
sales . . . but it may well be the sales-clincher 
between one of your houses and some other 
builder’s house 6 blocks away. Get on the band- 
wagon! Start using Briggs Beautyware colored 
fixtures today! Briggs Manufacturing Company, 
Woh Mille ademas, Cae PERE ppties 
to 


plete sets including Sriggs brass fittings. 
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sells ‘em! 
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BRIGGS FOUR FAMOUS FIXTURE COLORS 


shown here in the best-selling vitreous china and porcelain- 
enamel steel lavatories 


6-3330H 
SEA GREEN 
VITREOUS CHINA 
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6.3230H 
SANDSTONE 
VITREOUS CHINA 


WHITE 
PORCELAIN ENAMEL | 
STEEL 


COPYRIGHT. 19% BRIGGS MANUFAC TURING CO 
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HOME-S 


COST LESS to build — yield 
MORE PROFIT to Builders! 


That’s why National Homes Corporation is not only the nation’s 


largest producer of prefabricated homes, but also the fastest growing. 


Output at Lafayette is already scheduled for a 50° increase over 
1949, when we broke all records month after month. Our new plant at 
Horseheads, New York (near Elmira), serving the Eastern seaboard, 
means a still greater increase. 

Inquire NOW — your city 


aS ADV ERTISED IN may be open for dealership! 


({d3 Post enitens nees -cendenn Teen 
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the NEW 


PRESPINE 


Now Curtis adds another major advantage to Prespine—the all-wood 
panel material that provides new value in Curtis doors, cabinets and 
other woodwork! Today, by an exclusive Curtis process, the beautiful 
natural grain of ponderosa pine is accurately reproduced on Prespine. 
Here is another example of the way Curtis research constantly enhances 


woodwork beauty and utility. 


Remember, Prespine is available only as used in the production of 
Curtis Woodwork ... and at no extra cost. Read about its advantages 
below—then mail the coupon for additional information. 


Here’s What’s New About Prespine! 


1. Made by an exclusive Curtis process that 
duplicates the natural grain of ponderosa 
pine on Prespine. 


2. Prespine can be lightly sanded before 
finishing, if necessary. 


3. Prespine can be painted, stained, shel- 
lacked, waxed, lacquered, varnished, 


led hlanded 
or 





4. Prespine can be cleaned or washed after 
it is finished. 

5. Prespine is fadeproof and lightproof. It 
has been subjected to rigid tests which 
prove its lasting durability. 


6. Prespine, when it is finished, is weather- 
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resistant—withstands rain, snow, exces- 
sive humidity or sharp changes in tem- 
perature. 


7. Prespine can be quickly and economi- 
cally finished by skilled or semi-skilled 
labor. 


8. Because of the nature of Prespine, there 
can be no grain raising or consequent 
checking or blistering of the finish. 


9. Prespine door panels can be replaced 
as easily as ordinary door panels. 


10. All exterior Curtis Prespine doors are 
treated with toxic-water repellent solu- 
tions to resist termites and decay. 


Prespine is used in most Curtis flat panel 
door models, including interior, exterior 


and garage designs. 
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Note the remarkable, natural grain 
appearance of Prespine 


these famous 

Prespine features 
Made of finely divided wood by an 
exclusive Curtis process. Prespine 
panels withstand warping, shrinking 
and swelling. Prespine resists heavy 
impact blows... 
scratch readily . . 


won't mar, dent or 
- won't splinter or 
chip. It has superior rigidity ... pro- 
vides an ideal bond for paint or stain. 











Curtis Companies Service Bureau 
RJ-2P Curtis Building, Clinton, lowa 


Gentlemen: | want to know more about Prespine as 
used in Curtis Woodwork. Please send additional 
information 


Name.... 


Address... 


City 





American-Stardard plumbing fixtures 
of homes 
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More and more builders who 
use mene an-Standard 
Heating Equipment and 
Plumbing Fixtures, are find 
ng this a strong selling 
point to stress in their own 
advertising. It tells the 
public that only the best 
products were used 
creates confidence in the 
top quality of the whole 
dwelling 
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NATIONAL 


“The of American-Standard 
Plumbing Fixtures and Fittings is 
a source of constant pride to this 
company and has always received 
the highest praise from prospective 
buyers and actual purchasers of 
Liberty Homes. It has been our en- 
deavor throughout our building 
career to use the best materials pos- 
sible, and for that reason we feel 
that we can find no better plumb- 
ing fixtures and fittings than those 
manufactured by your company.” 


use 
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For every job you build, 
there's American - Standard 
Heating Equipment to suit 
The complete line includes 
Boilers, Warm Air Furnaces, 
and Winter Air Conditioners 
for homes of all sizes 
for coal (hand fired or stoker), 
oil, or gas. Plus Radiators, 
Convectors, Baseboard Radi 
ant Panels, Oi! Burners, Do 
mestic Water Heaters, and 
Accessories 
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help sell more than $9,685,000.00 
for Los Angeles builder! 


In 1947, the Liberty Building Company con- 
structed 107 duplex dwellings and 95 two and three 
bedroom homes . . . 


In 1948, started 800 dwellings project. Sold first 
unit of 119 duplex dwellings in one weekend. 
Two months later sold second unit of 105 dwellings 
in a single day... 


In 1949, sales continued rapidly. Had already 
sold 735 units by December. 


. and all these homes had American- 
Standard Plumbing Fixtures and Fittings! 


UILDERS everywhere, like the Liberty Building 
Company of Los Angeles, have found that 
American-Standard products help sell the houses 
they build. No heating equipment and plumbing 
fixtures are better known . . . none better made. 
Their outstanding quality, backed by strong, con- 
sistent advertising, has created wide public accept- 
ance. It will pay you to take advantage of it! 
When you install American-Standard products in 
the houses you build or remodel, you create satisfied 
customers. And whatever the type of installation .. . 
whatever the size of the budget . . . you will find 
what you need in the American- ~—_ 
Standard line. Ask your Heating and -. 
Plumbing Contractor for details. 
American Radiator & Standard San- . yp 
itary Corporation, P. O. Box 1226, We eed 


: i LOOK FOR THIS 
Pittsburgh 30, Pa. MARK OF MERIT 


American-Standard 


First in heating... first in plumbing 
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Here’s why so many builders look for- 
ward to bigger profits in 50... with P&H 
Economy Homes: 


THE TIME ELEMENT . . . P&H Economy 
Homes save months on the job. . . simplify 
your problems of erection, financing and 
selling. 


THE COST FACTOR... you get the most 
accurate cost control the building industry 
has ever known! 


THE PROFIT OPPORTUNITY .. . you can 
meet the price demands of the market and 
still realize a reasonable profit — a profit 
you earn on a larger number of units. 
For a profitable building year in 1950, 
get in touch with us immediately. 





see our exhibit 
at The Home Builders Exposition 
in Chicago, February 19-23 
Booth 89. 











-) | ONO 
pil omes 


See for yourself why successful builders 
everywhere will build the P&H way in 1950! 
Here are two actual P&H Homes that were 
quick to build, quick to sell — highly profitable 
to the builders, a joy to the owners. They're 
attractive, full-size homes — with all the sales- 
appeal of well-built, conventional homes. 





LOOK AT THESE PROFIT FEATURES 


@ Full size — 24 ft. wide x 32 ft. 
long 


@ Large living room—11'7"x17'4" 
@ Joint-free, crack-proof walls 
@ Choice of two or three bedrooms 


@ Flush doors throughout 

@ Built with or without basement 
@ Choice of heating equipment 

@ Highly rated for F.H.A. financing 


303 Spring Street 
Port Washington, Wis. 


: SCHFEG 
_  €ORP TION P 
PORT WASHINGTON U.S.A. 
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HOW’S YOUR LANGUAGE IN FRONT or fadieca? 


We don't have to tell you that a house with a kitchen and Formica is ideal for bathrooms, not alone for its beauty, 


bathroom that pleases Mrs. Homemaker is a house half but for its resistance to alcohol, boiling water, non- 


sold. bleaching cosmetics, and ordinary mild acids and cleaning 


, : : alkalies. 
Colorful durable Formica surfaces in these two all impor- 


tant rooms speak a language of their own—lady talk that You owe it to yourself to send for Formica's full color idea 


sells fast and sure. folder ‘‘What's New in the Bathroom”. 


The Formica Vanitory, combination lavatory A free copy is yours for the asking. Write Formica, 4559 
and dressing table, is fast climbing to Spring Grove Ave., Cincinnati 32, O. 
the top of home buyers ‘‘must have’’ 

Beauty Bonded 


list. National advertising has them 


looking for the famous Formica Label. 


at Home with People 
at Work in Industry 





Just as good" is a fable. Look for the label 


“ 
S anv 


Insist on genuine Beauty Bonded Formica 
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Make your projects pay off 
these successful 


Cash in on the sales success of these building projects! Equip your homes with the 
timesaving, worksaving, moneysaving advantages of the General Electric Complete 
Kitchen Package. Your houses will sell faster and you'll gain more prestige—as 
these delighted builders will tell you!!! 


‘**Sold 125 houses 
in 10 days!?”’ 


Qrthun, Nh. Quen 


@ Mr. Arthur H. Oman of ARTHUR OMAN and 
SONS, Brockton, Massachusetts, says: 


—_——— 


“We sold all the houses in ten days. due to the right 
“Everything for approximately $65.00 a month — includes 


ee combination of houses and appliances. Tens of thou- 
taxes, interest, and principal.” That's what attracted and sold 


sands went through the Model Home . . . were favor- 
»srospects who saw this Oman & Sons home equipped with a 
I I py 


, ably impressed with the complete line of Gener: 
complete General Electric Kitehen-Laundry ‘ a a dies, eneral 


Electric appliances.” 


‘‘We sold 54 ss 
the first week end!’’ 


ca Le. 
® Mr. J. J. Carey of Hutchinson and Carey, Den- 
ver, Colorado, says: 





“We offered three bedroom houses for $9850. The 
first week end we sold 54 and they have been moving 
steadily ever since, General Electric range, refrigerator, automatic washer and 


“We feel that General Electric equipment contrib steel cabinets are included in the $9850 Hutchinson and Carey 
Fj homes. Today any home buyer can afford a G-E Kitchen- 


uted in a great measure to this successful operation.” 
Laundry. 


‘ ‘*Sold 250 houses 
in 10 days!”’ 


® Nathan Brisker, President of KENSINGTON 
ESTATES, INC., Brentwood, Maryland, says: 


a l he phenomenal SUCCESS of our project, in our opin- 





“A low-cost luxury home with fully equipped General Elec- ion, is due to a soundly built house well planned, good 
tric Kitchen worthy of a $30,000 home!” That's how Kensing- financing. and the« omplete General Electric Kitchen. The 


ton advertised and sold 250 $9990 to 310,990 houses in 10 days! public deserves better living in the lower “pric ed home!” 
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Jygy)...just as 
builders do!! 


‘‘Sold our 67 houses 
the first Sunday!”’ 


bbs, 


® Mr. E. A. Ballin of Hewlett Harbor Construc- 
tion, Inc., East Rockaway, L. I., N. Y., says: 


“Our model house was featured in national maga- 


zines and thousands visited it. The item which caused In the Ballin Houses there are complete General Electric 


the greatest comment was the G-E Kitchen. We sold Kitchens! Today it’s possible for you to offer General Electric 


the entire development —67 houses—the first Sunday!” Kitchens at a price any homeowner can afford! 


‘*Sold not only the 40 houses, 
<+——-_ but 37 additional!”’ 


® Mr. Mark S. Waggener, President of SPURR 
HOMES, INC., Denver, Colorado, says: 
“We held open house for 3 days . . . sold not only 
The buyer of this Spurr Home saves on operation and main- the 40 houses under construction, but 37 additional 
tenance of efficient General Electric appliances . .. often enough on the basis of many factors in the house, particularly 


to cover the slight increase in monthly payments. the General Llectric Kitchen!” 


‘*Sold 44 houses 
from 1 sample in 1 day!?’’ 


pies 
® Mr. Ralph Talbott, President of the Talbott 
Building Co., Baltimore, Maryland, says: 
“We produced a sample home here with complete 


General Electric Kitchen... advertised it one Sunday. 


At the close of business we sold 44 houses to be built Included in each of the 160 Talbott homes are the following 
at Lochearn.” (A week later a total of 71 houses were General Electric dishwasher and sink, 52-gallon electric water 


sold!) heater, electric range, Disposall® and cabinets! 


tom sl Shope 
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General Electric offers you 
merchandising 


High national acceptance for 
General Electric equipment means 
faster turnover for your homes! 


10 20 30 40 60 70 80 90 


People prefer General Electric appliances to all other brand names combined! 


Join in... make 
the #1 winner 
work for you! 


National surveys show that your prospects prefer Gen- 
eral I lec trie appliance ts over all other brand names! 

You owe it to vourself to take advantage of this high 
consumer preference 03 A preference that helps pre- 


sell your houses. 
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a GOAN MENG 
program!! 








Include electrical living Tested. builder 
for as little as advertising and 
$4.80 a month! promotion plans! 


You offer your prospects the added advantage of com- Your General Electric distributor is ready to offer you 
plete electrical living when you include the G-E Kitchen a complete merchandising program, supported by tested 
Package in the long-term realty mortgage. builder advertising and promotional material . . . all 
Evervone who can afford a home can afford an extra designed to help you sell your homes faster. 

few dollars a month for a General Electric Kitchen! Make the most of these tested plans that have helped 
Further, the economical operation, low maintenance and so many builders throughout the country. Contact the 
long life of General Electric appliances may offset the General Electric distributor in your area. 

slight increase in monthly payments! 


Architectural Consulting 
Service for you! 


Visit the General Electric Home Bureau in Booths No. 
74 and 75. and sit down with us at our roundtable. There 
will be General Electric planning experts there to talk 
with you about your 1950 projects. 

Our Architectural Consulting Service, we believe, can 
be of great assistance to you in designing and improving 
kitchens and layouts for your houses! 


You've all to gain by bringing your house plans to 
Chicago. However. if you can't be at the Convention, 
contact your G-E distributor. or just address a note to 
us and we'll see that you receive all the facts you need. 
Home Bureau, General Electric Company, Bridgeport 
2, Connecticut. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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FARWEST HOMES Gives You More 
Than Just a Better House.... 


Here Are the Facts on Farwest Homes! 
A Planned Program for the Smart Market! 


® NEIGHBORHOOD PLANNING— 


Complete plot planning for your development . . . Blending of modern 
and traditional exteriors to take your development out of the “housing 


project” class. 


SOUND FINANCING— 


Farwest Homes are acceptable for financing under FHA and VA regulations 


HOUSES THAT APPEAL TO THE 
BUYERS’ MARKET— 

DESIGN AND STYLE BY WOLLANDER ... 24 styles of modern and 
traditional exteriors to choose from. Custom color styling — interiors and 


exteriors—for individuality 


AT AN UNBELIEVABLY LOW PRICE— 


A factory-built, engineered top quality home that saves costly site labor 
without sacrificing sales appeal. One house to a package — no mixing of 
parts— saves time and money in erection! Get the complete facts at the 
NAHB Convention this month. Our display will be Space 208, Stevens 


Hotel. or write— 


WEST COAST MILLS 


CHEHALIS, WACHINGTON 
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SEE HOW SIMPLE IT IS 


Easy to load. Film simply drops into 
ploce! Not even a spool to thread. 


A Single Control sets both shutter and 
lens. Focusing is quick and sure; no range- 
finder, no tape measure. 


See the print sixty seconds loter. Lift 
out your picture — print is on dry, white- 
bordered durable stock, ready for frame 
or clbum — complete even to deckle 
edge! land prints pass the life-tests used 
to check conventional snapshots. 











* Named for its inventor, 
Dr. Edwin H. Land 
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HOW THE NEW 


POLAROID PICTURE-IN-A-MINUTE CAMERA 
HELPS US TO SELL HOUSES FASTER 


by W. JOHN DUNNAN, Jr., Town and Country Homes, Inc., Boston, Massachusetts 




















“Our successful volume of sales is 
built around pictures. We call them 
Photoguides pictures and complete 
facts of every home mounted on a spe- 
cially made board. Prospects see every 
listing in complete comfort. 


“Our men used ordinary photography 
but sometimes they missed. Then we 
heard about the Polaroid 
Land* Camera. It de- 
livers a finished picture 
just sixty seconds after 
the shutter is snapped. 
After a trial we pur- 
chased twenty-five of 
these cameras. Now our 
men see each picture on 
the spot. They can make 


sure they have just what they want 
before leaving.” 


You know the importance of getting 
photographs of listings as quickly as 
possible. The Polaroid Camera will give 
you these quick pictures sharp, bril- 
liant prints for display or newspaper re- 
production. Anybody can operate this 
amazing camera. No fuss... no bother 
.no liquids to add. The film and 
camera do all the work. Many a sale will 
be clinched when you hand the prospect 
a picture on the spot to take home and 
discuss with the family point by point. 


Ask your photo dealer for a demonstra- 
tion of the Polaroid Camera today. Try 
it yourself. See how it can help you sell 
houses faster. 


POLAROID CORPORATION 
Cambridge 39, Mass 


POLAROID 4nd CAMERA 
60 s3econda nom ana To print 
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How 


You can give your clients 


The famous Flame of Freedom House fea- 
tured in Better Homes and Gardens, designed 
by David Searcy Barrow. 


How you can offset cost of AWl-Year air conditioning 


By deciding to use All-Year Air Conditioning in the early planning stage, you can make enough 
economies to give your client year-round comfort at little or no extra cost. Moreover, the 
features which you would eliminate—such as a screened-in porch, fireplace, attic fan, con- 
ventioral heating plant—afford comfort only for a short period of time, while All-Year Air 
Conditioning provides your clients with the ultimate in comfort all year-round. 





> 
i ) 


{i 


NO FIREPLACE 














— 


NO STORM SASH LOWER COST 
WINDOW CONSTRUCTION 





NO ATTIC FAN 
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Ys air conditioning 
fe sat! 


at Ute or 0g =— 


TODAY, everyone wants the convenience and com- 
fort provided by Servel All-Year Air Conditioning 
in their homes. You can provide your clients with 
this modern unit simply by planning your homes 
around a Servel Air Conditioner. Recent studies and 
cost estimates have indicated that you can do it 
without increasing the total price. The reason for 
this is that, by planning around a Servel unit, you 
gain certain structural economies which offset the 
price of the Air Conditioning. 

For instance, a house designed for Servel All-Year 
Air Conditioning needs no fireplace. It needs no 
porch. Outside doors and windows can be kept closed 
and many windows need never be opened at all. 
That means a big saving on screens and storm 
sashes. In most parts of the country the total savings 
would more than offset the cost of the Air Con- 
ditioning. 

Keep that in mind when your clients ask you 
about Servel All-Year Air Conditioning. Keep in 
mind, too, that Servel provides them with year-round 


comfort . . . refreshing cooling in summer and instant 
heat in winter. And changeover is accomplished by 
a mere flick of a switch. 


Keep in mind, also, that the use of Servel All- Year 
Air Conditioning is not confined just to one type of 
architecture. It can be easily adapted to any type, 
style, size, or shape of home your client wants. Re- 
member, by including the Servel unit in the original 
plans, you can provide it for your client at little or no 
extra cost. For full facts, ask your local Gas Com- 
pany, or write direct to Servel, Inc., 3002 Morton 
Ave., Evansville 20, Indiana. 
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is the standard 
PAINE 


m: 


® REGISTERED 




















the wood mesh 

core flush door 
that 

unconditionally 





guarantees 


your customers’ 
satisfaction 


and your own 





is the standard thickness that gives this | 


interlocking air-cell door unsurpassed 
strength, and dimensional stability. 


is the standard thickness that has placed 


more than four million doors in service | 


in buildings of every over 


the country. 


type all 


is the standard thickness so widely ac- 
cepted that Paine has 
largest exclusive 
flush doors. 


become the 
producer of 


Naturally, you expect 
with veneer faces 
—and it does. Dealers from coast to coast now 
Rezo doors available so specify them 
on all your plans. Your customers’ satisfaction 
and your own are unconditionally guaranteed. 


beautifully matched 


have 





See SWEET’S FILE or 
write directly tor data 
bulletin. 


Mansdactured by the 


PAVE LEBER (0.000 ci 


ESTABLISHED 1853 


February, 


cell-type | 


| 
this trouble-free 
door to come ready for installation and | 


Housing Expediter Charged with 
Distorting Rent Picture 


N January 18 Housing Expediter Tighe Woods 

sent out a news dispatch that was carried by the 
press services announcing that rents in six cities which 
had voluntarily decontrolled rents had “jumped 16.2% 
to 41.3%%.” In due course of time a press release from 
his office carried a more complete statement, quoting 
rent increases averaging that amount. 


Woods, apparently in his zeal to perpetuate rent 
control, put the emphasis on the amount of the aver 
age increase, not on the percentage of increase when 
rents not raised at all were taken into consideration 


after he made his announcement, the 
Bureau of Labor Statistics, which had made the survey 
on which Woods based his statistics, made the un 
equivocal statement, “Surveys of rent cities in seven 
cities where residential rents have been decontrolled 
for a period of one to five months show average rent 
increases ranging from 6.6% to 16.7%.” BLS didn't 
attempt to distort the situation it included in his 
announcement the average increase 


Iwo days 


Realtors in the cities affected, when questioned by 
the Journal, were bitter in their comments 
the survey and the attendant publicity. 

George W. Greenwood, chairman of the housing 
Committee of the Topeka Board of Realtors, suggests 
that the survey as taken in Topeka was not complet 
or typical. “The lady who made the survey for BLS,” 
he says, “was apparently given a list of decontrolled 
properties in certain areas surveyed. She must have 
had a list or she would not have known which prop 
erties were decontrolled. She was offered assistance in 
iccumulating information and declined to accept 
any information about properties outside her specific 
list or territory. It is believed that the properties on 
her list were in areas which had been frozen at an 
excessively low rent and might possibly show the high 
est percentage of increase. According to the BLS 
survey 60° of the decontrolled units had received no 
in rentals at all, while 40° 
10° 


about 


increase showed an aver 


age increase of about 

“Averaging all decontrolled properties together, this 
shows an average increase in rental of 
siderably below the average anticipated 


12.12%, con 

Whil 
the rental situation here is not perfect vet, I know of 
no one who has found it impossible to obtain reason 
ably satisfactory accommodations within a reasonable 
leneth of time at rentals. A year ago 
practically no apartments or homes were offered fon 
rent in the newspapers, and ther 
seeking rentals.” 


Morrison I. Taylor, chairman of the Rental Com 
mission of the Jacksonville (Florida) Board of Realtors, 
in pointing out that rents in levelled 
off instead of rising alarmingly, would 
seem to me that Woods is leaving nothing unturned 
to perpetuate his job and try to influence Congress to 
extend rent bevond the June 30 deadling 
He can take his government statisticians and prove 
anvthing he whether or not it I still 
maintain that rents in Jacksonville have been raised 
less than 10°) average, and I defv Mr 
one else to disprove this 


reasonable 


were many ads 


his citv have 


writes, “It 


controls 


wants to, is SO 


Woods or al 


‘It seems strange to me that we get so much rabblk 
rousing from the oflice of the Housing Expediter when 
no one in Jacksonville is kicking or complaining about 


raises in rents. As a matter of fact, we have hundreds 
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Foot that high qualily CAN he Low-prieed | Ask For Facts 


On These Other 


New FRIGIDAIRE Apartment Refrigerator | stm rm 


By Frigidaire 


Complete, quick facts about 
the compact, low-cost Frigid 
aire products shown below 
are yours for the asking. Get 
in touch with your Frigidaire 
Dealer 


Model AM-43 Model AL-60 Refrig- 


(left) has erator. Low priced 
standard top compact. 6 cu ft 
cap., 11.6 sq. ft 


of shelf area 


Model RK-~3 Electric 
Range is 21 ine hes 





wide yet has all 


basic cooking fa 





cilities 


Model R-15 Electric 
Range is 40" wide 


has many deluxe 





features yet 
costs litth 


Frigidaire Water 
Heaters. 50. to BO 
uv sllon « ipac ity 
Round and table 
top models 
Model AM-43F (at right) with flat top design has over 3 sq. ft. of 
table-top working space. Also available for under-sink installation 
Frigidaire Kitchen 
Cabinets. Variety of 
This compact new Frigidaire i- really low Multi Purpose lrav for meats and extra ice types and sizes 
in price Yet it offers all the unbeatable cubes—automatic interior light~—rust Provide custon 
quality features that made Frigidaire proofed shelves — Freon refrigerant built look 
(America’s No. Refrigerato s specially , , 
crmipe o. | Refrigerator. It peciall For complete, quick facts alwut this and 
designed for today’s small kitchens — requires : 
other fine Frigidaire products for apartment 
little more than 4 sq. ft. of floor space, is 
: , kitchens and laundries, call your Frigidaire 
less than 3 feet high. And it has a full 4 
ft ; il : ' tI Distributor or Dealer. Find his name 
= Oo Uae Sag Capeaty Wim Classified Phone Directory. Or write Frigid 
aire Division of General Motors. Dayton | 
Ohio. In Canada. Leaside 12, Ontario 


Frigidaire Kitchen 
Sinks. Single, dou 
ble sink styles 


o 


square feet of shelf area — provides space Plenty of organized 


for 16 pounds of frozen foods! 


Styled by Raymond Loewy, thie smart cabi 

net is of all-steel construction. It has Lift Frigidaire Electric 
time Porcelain surfaces inside with acid FRI Dehumidifier. Re 
resisting porcelain on bottom exterior is | moves moisture 


durable Dulux. And in addition to the exclu from air automati 
sive features shown below, this refrigerator 4 1) ° as A | bd cally. Powered by 
has a 10 position ( id-Controel aluminum 0. Meter-Miser 


Automatic Washer 
has exclusive Live 
Water Action 
Frigidaire lroner 
ind Eleetri« 
Clothes Dryer also 


available 


Visit the Frigidaire Exhibit 
Simplest refrigerating mechanism Quickube Ice Trays slide out in Super-Freezer is one - pier Booths 6, 7, 8 
ever built — Meter-Miser is fa stantly and release cubes quickly brass construction for quick National Home Builders Show 
s room fer up to 16 Stevens Hotel, Chicago 


Year Protection Plan. sluminum construction pounds of frozen foods February 19 to 23 


mous for trouble-free operation with no tugging, no melting All freezing Ha 
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CHRYSLER AIRTEMP 
3 Basic Systems 


ly fil CVCTY 
Air Conditioning Need 


Systems — Svit- 
able for Auditoriums, 


o 
all large Public Buildings. 





E 235 
TSS) | eunitemp’—The original “Pock- 
a aged” clr conditioner, ideo! for 
‘a Stores, Offices, Plants and other 
commercial applications. 


— 


CHRYSLER AIRTEMP manufactures all three basic air con- 
ditioning systems—Central, Individual Room Unit and 
“Unitemp? This means—“the best system to fit each 
project,’ That’s why leading architects and builders rely 
on Chrysler Airtemp’s unprejudiced recommendations 
when planning air conditioning, 


Highly trained field engineers, working with Chrysler 
Airtemp regional offices and dealers in principal cities, 
are available to assist you in selecting the most efficient * 
air conditioning system for your requirements. 


The specialized experience and “know-how” of Chrysler 
Airtemp Engineers— particularly in large construction 
work — provides a practical approach to heating, air con- 
ditioning and ventilating problems. 


When desired, Airtemp Construction Corporation— 
wholly owned subsidiary of Chrysler Corporation -— will 
assume entire responsibility from specification to instal- 
lation. 


You will find, we believe, additional information on 
Chrysler Airtemp service and products—highly bene- 
ficial. 


Write today for additional information on Chrysler Air- 
temp products and services. It should prove helpful. 


Chrysler Airtemp 


AIR CONDITIONING + HEATING + COMMERCIAL REFRIGERATION 
AIRTEMP DIVISION OF CHRYSLER CORPORATION 
DAYTON 1, OHIO 


February, 1950 


| an increase of only 5.1‘ 


of vacant houses and apartments which rent for less 


| than $60 per month.” 


Darrel Welling, executive vice president of the 
Salt Lake Real Estate Board, points out that neither 
the Apartment House Association of Utah or the Salt 


| Lake Real Estate Board had any knowledge that BLS 


conducted a survey in its city. He points out that the 
survey itself shows that 54% of the units made no 
increase at all, “Consequently the total increase for 


| Salt Lake City would be less than half of the figure 


which he used.” 

Howard E. Sprankle, secretary of the Real Estate 
Board of Knoxville, reports that its own survey showed 
“It does not seem possible 
that a comprehensive survey could have been made 
in Knoxville without some contact with some of our 


| board members.” 


From Journal Readers .. . 


Dear Editor: 

rhis is to tell you that I think your January issue 
is the most practical and idea-full issue I have ever 
seen. The sales ideas and the tax suggestions almost 
put this in a yearbook class. 

Also let me commend you on your feature, “I Am 
Your Home.” You really rang the bell on this issue 


| from cover to cover. 


H. C. Brady 
Wichita, Kansas 


Dear Editor: 
To me your publication is tops and I read it from 
cover to cover the same day it is received 
Billy I . Robbins 
Tulsa, Oklahoma 


| Dear Editor: 


I enjoy the JOURNAL more than any trade paper 
I read. 
QO. P. Bancroft 
Lincoln, Nebraska 


“We think that you are doing a mighty fine job in 
the publication of the JOURNAL, and extend ow 
best wishes for a continuation of the good work during 
1950.” 

David Neiswanget 


Topeka, Kansas 


Dear Editor 


Just completed reading, in the quiet of our home, 
the December issue of the JOURNAL. It contains 
so much for so little. That’s why I'm writing you this 
note of gratitude and praise 

It’s loaded with brief well-written articles of interest 
that are real “pay-dirt” nuggets of wisdom from the 
work-a-day lives of realtors and builders. It should 
be well-read. 

You have set a pattern for 1950 with an issue hard 
to equal. Best job I've done for myself this vear was 
to read it from cover to cover 

My best to vou and the other faithful editors pro 
ducing meaty issues for the JOURNAI 


Vincent P. Bradley 
Trenton, New Je rsey 


NATIONAL REAL Estate AND BurLpiInGc JOURNAL 





There are 13 apartment buildings of Georgian style in 
the Estabrook development at Milwaukee, Wisconsin. 
Each of the 200 five-room apartments in the project in- 
cludes 900 feet of floor space. 


‘Electric Ranges t/a? Tenant 


“An Electric Range is a selling feature which guarantees prompt 
rentals in the Estabrook development,” says F. B. SCHROEDEL of Milwaukee 


In apartments, too, people 

want Electric Ranges. The 

trend there to electric cooking 

One of the “selling” features of the 


‘ ‘ : Estabrook apartments, which guaran- 
homes. “I’ve been in this busi- at 3 tees prompt rentals and satisfied ten- 


is just as strong as in small 


ness for 17 years,” says Mr. ants, is the kitchen. It's modern, it's 
‘ ; scientifically planned, and as to the 


; : j modern range—OF COURSE...IT’S 
doesn’t-pay-to do things by ¢ ELECTRIC! 


Schroedel, “and I’ve found it 


halves. When people demand 
certain types of equipment, 
you've got to include it to rent 
apartments, and keep tenants 
satisfied. That's why the kitch- 
en equipment in my project 
includes modern Eleciric 
Ranges. And, of course, we 


include the necessary wiring 


during construction of the 





building, which reduces instal- 


lation cost to the minimum.” 


LQ 
YOURE HOUSES WITH 


ELECTRIC RANGE SECTION - National Electrical Manufacturers Associction, 155 East 44th Street, New York 17, N.Y. 


OLERATOR © CROSLEY © FRIGIDAIRE © GENERAL ELECTRIC 8SON © HOTPOINT 





¢ MONARCH e NORGE ¢ QUALITY VER « WESTINGHOUSE 
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FOR YOUR INSPECTION 


SLAVENS APARTMENTS, 806 State 


1 a. Cost approx- 
“+-oet, Bettendorf, lowa. t approx: 
ranaro $225,000. 28 modern apart 
oe ts h with 3 or 4 rooms ® 
separate heating 7 dar eoeng 
apartments completely ee — 

. equine by Onthank-Davidso 

pany, distributors. 





‘ONE OF THE SMARTEST 
THINGS | DID WAS TO INSTALL 


Kil K\IcHENS,” 


..» says J. B. SLAVENS, Owner, 
Slavens Apartments, Bettendorf, lowa 
“You've got to build apartments and 
homes to please the average woman,” 
says J. B. Slavens, owner of beauti- 
ful Slavens Apartments, “And it's 
amazing how the women who have 
seen my new apartments remark 
about the attractive, compact kit- 
chens. Yes, | emphatically recom- 
mend Kitchen-Kraft complete Kitchens as a wise invest- 
ment for any builder.” 


The Slavens Apartment building is just one of hundreds 
of apartments and homes where Kitchen-Kraft Kitchens 
are winning admiration from prospective owners and 
renters. Kitchen-Kraft fits perfectly into your building 
plans no matter what style or size kitchen you have 
in mind, All sizes of cabinets, fillers of standard speci- 
fications from stock to fit any space. Kitchen-Kraft 
Kitchens make homes easier to sell 
easier to rent. 


apartments 


COmPLETE 


PROMPT DELIVERY OF ALL 
KITCHEN-KRAFT EQUIPMENT [emma 
ASSURED. SEND TODAY FOR (eichen filiyo” 


PRICES AND LITERATURE. STEEL KITCHENS 


MIDWEST MFG. COMPANY «¢ Gacessurc, itinois 


Today's Builders Planning Better Communities, 
Newton C. Farr Tells California Group 


S' BDIVIDERS and builders of communities are 
much more concerned today with establishing a 
well-planned community, including houses, apart 
ments, churches, schools, and stores, than they were a 
decade or so ago, Newton C. Farr, Chicago realtor 
builder, former president of the Urban Land Institute, 
told the Institute of Real Estate, which met on the 
Los Angeles campus of the University of California 
last month. His address was entitled, “Correcting the 
mistakes in the Expansion of Cities.” 

“Planning of communities was not always the main 


| objective of the subdivider in the old days,” he said. 


“T must admit that many plotted land solely for the 
quick and profitable sale of lots, leaving to the put 
chasers the responsibility of watching the evolution of 
the community. 

“It was usually believed advisable to show a maxi 
mum number of feet of business frontage because that 
generally sold at much higher price per front foot. 
In this way there developed long streets shown on the 
plat as business frontage which eventually resulted in 
what is known as ‘ribbon development’ of streets 
These are thoroughfares where stores, automobile 
sales rooms, filling stations and hot-dog stands are 
scattered along the entire length of the street. Usually 
there is vacant land in between for which there is no 
need or encouragement for residential building. 

“Sometimes the subdivider designated too many 
blocks for apartment construction because land fon 
apartments in the old days generally sold at a higher 
price. This also enabled the subdivider to show to the 
prospective buyer of a business lot the large number 
of prospective tenants who would trade at his store. 

“Today subdividers and builders of communities are 
much more concerned with the ultimate goal and the 
achievement of a well planned community that in 
cludes houses, apartments, churches, schools, and busi 
ness. ‘The Community Builders Council of the Urban 
Land Institute is a group of successful builders who 
have pooled their knowledge and experience in an 
attempt to guide not only their future activities but 
the developments of others who have at heart the 
best interest of their future customers and tenants. 

“In general, the community developer today is op 
posed to the ribbon development of streets. He at 
tempts to establish certain designated areas to be 
known as shopping centers, where business is con 
fined with a definite area and the stores are built with 
definite relationship to each other. Parking accom 
modations are made available for customers, and 
separately for emplovees and other all-day parkers. 
Theaters, churches and similar institutions which are 
not open during the entire business day are situated 
away from the active shopping stores. Garages and 
service stations are located where they will not inter 
fere with the continuity of retail trade. 

“Today the proper location and planning of shop 
ping centers is receiving maximum consideration of 
community developers because of the importance of 
these areas to the surrounding residential areas and 
because of the profitable returns to be derived from 
a successful business center. Badly planned and lo 
cated shopping centers have been unprofitable to th 
investor and are an obstacle to a well planned com 
munity.” 
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Akron Carpenter Complete 7 
—~19 of 27 Homes Sold in 3 Months é 
the LFI Method of Construction 
rs’ Plans and LFI Plans! 


: " 
very exclusive area: 


—— 


s-in 6 Months 














Using 
with Owners 


2 of these homes are ina 








lf you are seriously 
fnterested in building homes — 


you'll want all the facts about 


this GREM poRTUNITY! 


This phenomenal success —due almost 
ENTIRELY to the LFIl METHOD of 
CONSTRUCTION —is being duplicated 
all over the country! 





It couldn't be otherwise when a 27-year-old carpenter can 
complete, in 6 months, 19 of 27 homes sold in 3 months 

Typical of the trend toward Ranch Homes, the LFI Method of ... the first 6 months of his life as a builder and as a home 

Conatwation was used to build the above home from the salesman. These homes covered « wide price range—end 

Akron Builder's own plans. 4 

are located in every type of area. 

During this young man’s second and third six months as 
a builder he will double or triple his present capacity — 
now he is established—by his accomplishments. He meets 
the highest standards of construction, and beats the com- 
petitive prices. 

You cannot afford to ignore a system of building that 
offers so much opportunity—Write Today—submit your 
plans—your prospects’ plans—or ask about the many 
LFl models including the popular, easy to seli—but 
EXCLUSIVE TO YOU 3 BEDROOM TRI-LEVEL. 





Get the Facts on the Method 
That Can Make You a Fortune 
MAIL THIS COUPON TODAY! 





Above is the popylaor—3 bedroom—Tri-Level 
home. This house is protected by copyright and 
oun ten cab ene by U0 Satan. LUMBER FABRICATORS, INCORPORATED 


FORT PAYNE, ALABAMA 








Please send me all the details on your revolutionary building 
method of the future! 


Name 


‘LUMBER FABRICATORS, INC. 


Fort Payne, Alabama 


Company 
BO ices 


Zone State 





ae ome ae 
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CRANE 


the preferre if 


For apartments ... for homes... 
the Crane Westland counter-top 
lavatory. In white or attractive 
pastel colors. Install in counter 
top of any material... tile, lino- 
leum, glass, or composition. Con- 
sult your Crane Branch or Crane 


Wholesaler. 





CRANE CO., GENERAL OFFICES: 
836 S. MICHIGAN AVE., CHICAGO 5 


PLUMBING AND HEATING 
VALVES = FITTINGS © PIPE 
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Let's Join Slum Prevention 


\ JHETHER we like it or not, people in general are prone to 

blame the real estate and home building industry for most 
of the ills that beset them due to real estate development and home 
building. They balk at the high cost of houses until we make it 
clear that houses haven't gone up in price as fast as most other 
commodities. They often credit us with the hot-dog stands and 
ramshackle structures that mushroom on the peripheries of ou 
cities, until we point out that this is a job for zoning. But most 
of all they point the finger of shame at us for slums. In vain we 
talk about the need to enforce health and safety laws. Or the fact 
that “people make slums.” Or that the greed of a few landlords, 
who refuse to exercise proper housekeeping, does not represent 
the true temper of enlightened real estate interests. 

For years as an industry we have been deploring slums and 
blight, but we haven't done much about them. We have helped 
to get enabling acts through state legislatures here and there to 
clear slums. We have talked loudly about the fact that public 
housing doesn't clear slums (which it doesn’t) but the best thing 
we have done collectively about slums is to shed tears. 

Now it begins to appear that as an industry we may get action. 
Under the leadership of President Bob Gerholz of the National 
Association of Real Estate Boards, a concerted movement is undet 
way to get 75 cities to prove that slums can be prevented. Already 
63 real estate boards have agreed to clear or initiate the rebuilding 
of slum blocks or neighborhoods in their cities to form an Exhibit 
\ of what private enterprise can do. The National Association of 
Home Builders, which has helped tell “The Baltimore Story’ 
(Journal, February 1947) has agreed to cooperate in the program. 

Here is something positive that most all of us can do. We should 
not restrict the movement to 63 or 75 cities. Even some of ow 
smaller communities have blighted blocks and neighborhoods. We 
on the Journal have talked with officers of some of these boards. 
They confess the need. They recognize the service that rehabilita 
tion would perform for their community. They see the prestige it 
will give their board. About all they need is the drive and enthusi 
asm to go about doing the job. 

\ logical first step to interest your board is to obtain a showing 
of the movie, The Baltimore Story, which tells what was done at 
low cost in cleaning up and sprucing up. 

\ logical second step is to write to the National Association of 
Real Estate Boards to be put on the list to receive the new working 
guide which is being prepared by the Urban Land Institute. This 
manual will give suggestions for your conferences with mortgage 
bankers, property owners, city officials, and newspapers. 

If, as an industry we could sweep the nation with thousands of 
exhibits of slum rehabilitation through private effort, we would 
start a movement that could be far reaching. Such exhibits invite 
widespread newspaper publicity. What would begin as a “sample” 
of refurbishment and modernization, could well grow into a national 
drive. 

This program requires only a little of your time and energy. Yet 
it can become the most constructive civic endeavor the industry has 
ever generated. It could more than repay you as a realtor or 
home huilder in earned prestige and goodwill. Everybody can 
gain by it. 

Felephone your organization's secretary today to start action in 


your city! 
the editor 
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FPXAKE four or five tested promotion ideas. Mould 
i] them into a carefully-planned sales campaign. Re- 
sult? A quick sales turnover wherever there is potential 
buying demand. 

Klein & Teicholz, Long Island operative builders, 
practiced this formula in launching their new sub 
division, Lakeville Estates, in New Hyde Park. They 
neglected no selling angl« keen publicity, attractive 
model homes, dramatic display advertising, effectiv: 
signs, on-the spot sales offices. 

Today, 75 of the 210 homes planned for the sub 
division have been completed. But 192 have been sold! 

To launch this subdivision promotion, the builders 
had a preview showing for real estate editors and 
representatives of wome n’s pages of me tropolitan New 
York and Long Island newspapers. They gave a lunch 
con, took the press on a tour of seven model homes, 
five completely furnished and decorated. They asked 

Slow sales turnover is costly. Klein & Teicholz knew for comments, wanting to test reactions to the homes, 
equipment, furnishings, decorating. They gave the 
this when they started to develop their war-post- press photos of the various homes, floor plans, a com 
plete story on the development 
Before the subdivision was opened, newspapers were 
publicizing the project on their real estate pages and 
on their women’s pages 
summer. But they knew, too, that a selective de- Phen Klein & Teicholz announced the opening of 
the subdivision with dramatic display ads in the news 
mand still existed for homes in the $15,000-$17,000 papers. Captions heralded “Parade of Homes” and 
No Short Cuts for the Sake of Price.” Photos of the 
various homes were shown price and all-electric kitch 
ens were emphasized in bold-face type; copy told of 


poned Lakeville Estates in New Hyde Park early last 


price range. So they set out to satisfy this demand 


construction features, “extras”, location of project 
with quality homes, primed their sales campaign Every preparation was made for handling and pleas 
ing the expected crowds. Kalman Klein felt that while 
the general trend is toward modern homes with mod 
ern furnishings, many people still preferred older, 


, . more conservative styles. To please every taste, he 
Step formula used to facilitate quick sales turnover provided a variety of 


with carefully-planned ideas. Here is the step-by- 


choice in his furnished models 
ranging from colonial to modern ranch, each one 
distinctly different from the other 

“Pe, Large, billboard-sized signs at important highway 

intersections in the vicinity of the project directed 


~ “Oper Ty 


arpa 1. PUBLICITY 
y 


geo WW New Houses in Middle Price Range in Long Island and Jersey Developments 


LS Pad - oe. 
$i, Cael 
Lae os ‘Zs ¥ 


motorists to the modcl houses. The attached garage of 


pur? \ 


ATNEW HYDE PARK 


Modern Designs Ge on Display 
Today in Eighth Section of 
Lakeville Estates 


- OPENED 


WF PARK 


2. ADVERTISING 


Attractive display ads in New Yorl 
and Long Island newspapers heraldec 
the opening of the subdivision. Price 
location, construction features, “extras 
were pointed out in advertising cop 


The builders gave a luncheon for the press, took them on a preview 
tour of seven model homes, asked for their comments, supplied 
them with photos, floor plans, story. Valuable publicity resulted 
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each model was set up as an individual sales office and 
staffed by sales representatives, headed by Walter R. 
Irons. Four salesmen were always on hand during the 
week, more during the weekend. One employee was 
stationed in each of the houses to keep prospects mov- 
ing at a rate that would allow the crowds to see all 
the good features. 
Visitors were given literature outlining 29 features 
of the five- and six-room houses. No question posed by 
a prospective buyer went unanswered. A control map 
was posted in the first model home and constant check- 
ing prevented the possibility of duplication of sales. 
The model homes were completely landscaped, kept 
open at night and floodlighted to attract passers-by. 
To attract shoppers, scale models of the houses were 
displayed in the lobby of the Dime Savings Bank in 
Brooklyn. 
Klein & Teicholz included a number of “éxtras” 
that proved to be big sales-pullers. Every kitchen in 
the homes is completely equipped with refrigerator, 
range, dishwasher, ventilating fan, clock, and even 
a built-in wall radio. Built-in vanities with cabinets 
and drawers around every lavatory are included in the 5. FEATURES 
bathrooms along with chrome fixtures, wall mirror, 
built-in clothes hampers, infra-red and_ ultra-violet “Extras” proved to be big sales-pullers. Refrigerator, range, 
lamps. Walls and floors in the bathrooms are tiled. dishwasher, ventilating fan, wall radio were included in the 
Door chimes, silent mercury electric switches. venetian kitchen. Bathrooms were equipped with built-in vanities, 
. : : aie wall mirrors, ultra-violet lamps, and built-in clothes hampers 
blinds, copper water and heating piping, copper 
gutters and leaders, and basic shrubbery are other 
standard features of the houses. 
In several models, the soffit space above kitchen 
cabinets has sliding doors to give additional storage 
space. Kitchen cabinets are finished in birch, knotty 
pine, or white or colored baked enamel, with wrought 
iron hardware. Sliding doors are standard equipment 
on bedroom and wardrobe closets. 
Nationally-known brand names were “pointed up” 
during the campaign to emphasize quality of the 
homes. Products and equipment used include: Briggs 
bathroom fixtures, Chase copper piping, Formica 
counter tops, Fasco ventilating fans, General Bronze 
windows, General Electric kitchen appliances, Glide 
away garage doors, United bathroom cabinets, Tuttle 


3. DEMONSTRATION 


4, LITERATURE 


Four salesmen were on hand during the week, more 
during the weekend. Employees ushered visitors 
through the houses, gave them literature outlining 
29 features of the houses, sales representative’s name 


Seven model houses were opened for inspection, five completely furnished. Sales 
offices were set up in each of the attached garages. A control map was posted 
to prevent possible duplication of sales. Floodlights illuminated the project 
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“The Californian,” name denoting the model above, is priced 
at $16,990, has three bedrooms, fully-equipped kitchen. At right: 
The six-room “Ariz v” sells for $15,990. Six different front 
elev ms, curvi-linear streets, varied setbacks add individuality 
to the houses, yet substantial savings are gained by standardized 


framing. Pre-cutting ship near the subdivi 1 for studs, joists 


& Bailey convectors, Revere copper piping, Vulcan 
baseboard heating, Yale & ‘Towne hardware, Master 
Woodworking cabinets, Colorite siding shingles, Na 
tional bathroom cabinets and hampers. 

Realizing that prospects were looking for medium 
priced homes with individuality, the builders used 
six different floor plans, a variety of front elevations, 
adequate spacing on 60 x 100-foot lots or larger to 
prevent monotony Io enhance this individuality, 
the one-story ranch-type to the one-and-a-half and two 
story houses are built on curvi-linear streets. ‘Their 
prices range from $14,990 to $16,990 with no down 
payme nt to veterans 

Results of the carefully-planned subdivision pro 
motion drew the expected crowds and 98 sales were 
made in the first seven weeks, an average of 14 a week. 

Completion of Lakeville Estates will bring the total 
number of houses built by Klein & Teicholz to 2200. 
lo account for this home building success, Mr. Klein 
says, “If you have a good house at a fair price, well 
advertised and attractively presented to the public, 
the public will buy 


To please every taste, Kalman Klein planned the furnishings 
and decorations for cach of the five model homes differently, as 
shown in these three living rooms of three of the model homes. 
The houses e heated by a two-pipe hot water baseboard and 
convector heating system with an individual feed and return 









































How to Handle Tough Customers 


Almost every buyer can be neatly classified under a ‘‘type’’ of personality. Perhaps he’s timid or 


impulsive or talkative or belligerent. Your selling job is made much easier if you know how to 


intelligently handle such customers. The author suggests several methods from firing line experience 


By EDMUND MOTTERSHEAD 


YOMETIMES real estate sales 
) men feel like borrowing the 
Hollywood line in talking about 
their buvers: “Characters, charac 
ters, always characters, never peo 
ple!” There are the self-important 
buyers, the timid souls, the tough 
types, the stony-faced strong and 
types, the irritable and 

buvers, the talkative buy 
ers who don’t give the salesman a 

chance, the “thinkers,” and the im 
pulsive buyers who pride them 
selves on their snap decisions, just 
to mention a few 


silent 
grouchy 


“charac 
ters” underneath, 
with normal motives 
and desires and standards of con 
duct. However, the salesman show 
ing a house, talking to the buyer 
face-to-face, doesn't alwavs have the 
time to down to bedrock and 
find out all about his prospect so 
that he might understand him bet 
ter. Frequently the salesman is for 
ed to make snap judgments on the 
basis of the present behavior of the 
buyer and then carry on as best h 
can. 

Collected from the field of ex 
perience of numerous real estate 
salesmen, the 
ters” ck scribed 


Actually, of course, the 
are still people 
reasonably 


get 


following “charac 
and 
with some practical suggestions as 
to how other ssful salesmen 
handle each particular type of buy 
er. 

“Mr. Big” is the sell-important 
type of buver you run across once 
in a while, who thinks he is just a 
little with 
common people like salesmen. He 
s sometimes patronizing in his 


are analyzed 


succe 


too good to associate 
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manner, letting you feel that he is 
really breaking his neck to do you 
a favor when he lets you tell your 
story and show the property. Some 
times he puts on a domineering 
act, and tries to show you that he 
knows all there is to know and you 
can't give him any new 
tion. 

Like him or not, 
cater to his ego to do business with 
him. While he may sometimes be 
a sucker for the old “three minutes 
by my watch” gag, show him that 
you know very well his time is ex 
tremely valuable, and that 
appreciate this opportunity of talk 
ing to him and showing him your 
property. Act in an alert, business 
like manner in making your sales 
presentation. Indicate gently that 
you and he are two superior be 
ings set apart just a bit from other 
people. Compliment him on his su 
perior knowledge and understand 
ing. Get him to advise you or pos 
sibly to do you a small favor. Let 
him feel important and he will love 
vou forever. 

“The Timid Soul” — shy, court 
ous, quict looks like a sitting 
duck for a fast sale. He appears to 
be fair game a push-over. So, 
salesmen make a fast pitch with 
both hands and their briefcas¢ 
and scare him to death. Result 
sale. 


informa 


you have to 


you 


No 


One reason for this man’s appar 
ent timidity is frequently the fact 
that he has been sold down the 
river so many times by high pres 
sure selling that he finds it difficult 
to place confidence in what 
Another reason 


any 


salesman says. for 
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his timidity may be a simple lack 
of self-confidence in dealing with 
either proble ms o1 people Many 
capable, even brilliant men in re 
sponsible positions are shy and sen 
sitive to the point where they ar 
actually embarrassed and physical 
ly upset when meeting strangers 
Your task in selling this type is 
first to strengthen his confidence in 
himself by helping him to have 
confidence in you. Go slowly Be 
gentle, friendly. Build his conh 
dence by asking him what his ex 
perience has been, what his opinion 
is, so that you help him reach a 
things 
already has some meas 
of confidence 


based thos 
in which he 


ure 


decision upon 
and belief 
Many of these “timid souls” mak« 
good customers. They have 
even wealth in many in 
though they do not always 
They 


the real estate 


good 
incomes, 
stances 

do business with 
man who treats them 
right, who does not give them the 


display it 


rush act, who is considerate of them 
and of their problems. Incidentally, 
they are also loyal alter buying, and 
frequently are the source of much 
recommended business 

The “Tough Guy” likes to fight 
He likes to bluster and argue just 
“for the hell of it.” He gets a kick 
out of trying to bully 
Many times he opin 
ionated, pig-headed, wants his own 
way. He is frequently not much of 
a thinker, just thinks he thinks. Ac 
tually, this man is about 100% 
tion on the loose 

Realize from the first 
cannot put across your 
by “winning 


salesmen 
is obstinate, 


cmo 


that 
sales story 


you 
any arguments with 
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him. Listen to him tactfully. Turn 
the argument into a friendly dis 
cussion. Draw him out until you 
have some idea of his real emotions 
and desires. Capitalize on those 
emotions and desires in showing 
him the salient features of you 
proposition. The big thing is not 
to try to be tough yourself, but to 
remain triendly and poised, calm 
and collected, and to tell your sto 
ry convincingly in a way that will 
appeal to his basic desires and fears. 

The “Clam” is the buyer who has 
a poker-face and appears to be un 
willing to talk at all. This usually 
leaves you pretty much in the dark 
as to what he is thinking. The diffi 
culty with this man is that he may 
be shy and timid, or he may be an 
unusually capable man who is sim 
ply paying close attention and ana- 
lyzing very carefully everything you 
Say. 

Human clams are much like ed 
ible clams in that they also “open 
up” when exposed to heat, but it 
has to be the right temperature. 
Uhe first step is to tell him that you 
really appreciate the close attention 
he is paying to you as you tell your 
story. Then ask his opinion, invite 
his criticism or comment. Don't ask 
a question he can answer with “yes” 
or “no” but ask instead questions 
which draw out information. Per 
haps he has some suggestion as to 
the exact type of construction he 
likes or the size and shape of a 
room, or the location of a building 
on the lot. Ask his advice. Be friend 
ly and personal in your manner. 

Don't let him feel any “pressure” 
from you. Demonstrate with phys 
ical action as much as possible, and 
get him to talk about how he will 
use this room, what furniture might 
go in what spot, which will be the 
children’s room, the den. Open him 
up with the warmth of your own 
sincerity. He will talk when he gets 
ready. Lead him along gently until 
he does, and then let him convince 
himself, 

“Ivan the Irritable” is the irrita 
ble buyer who may have a gripe 
against all real estate salesmen on 


principle from some previous un 


fortunate dealings. He may have 
had a fight with his wife that morn 
ing and consequently be just plain 
grouchy and taking it out on you, 
or he may actually enjoy being sai 
castic as a means of heckling sales 
men and making himself feel im 
portant 

As far as is concerned, 
vou can't afford to fight fire with 
fire. The answer to sarcasm is cout 
tesy and patience. You can shame 


sarcasm 
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the sarcastic man into decency, and 
you can win him with kindness, but 
you can't sell your ideas and your 
property with more sarcasm or by 
losing your temper. 

The man who is just plain 
grouchy is hard to handle. He can't 
be placated by rough treatment, 
nor can he be calmed down by 
laughing at him. What he wants is 
salve for his wounds, someone to 
respect him, sympathize with him. 
If you can, find out what is making 
him irritable; correct it if it per 
tains to you or to your company. 
Don't take any more time with him 
than is necessary. The grouch olf 
today may be friendly next week 
when he has had a change of heart. 

“Blabbermouth” is a buyer who 
fortunately is not met too frequent- 
ly, but who really makes life diffi- 
cult. He is a time-waster for the 
professional real estate salesman. 
His chief delight seems to be to go 
on talking ... about the last three 
houses he has lived in, and every 
thing else except those matters 
which pertain to the immediate 
sale. He likes the sound of his own 
voice and the feeling of great wis 
dom he gets from voicing his opin- 
ions, telling you his life’s history 
or relating his various problems 

He may be a prize bore, but you 
can’t out-talk him. The trick is to 
control his flow of language with 
a little strategy. Capitalize upon 
his remarks to lead his thinking 
into the channels you want. The 
key phrase to remember is: “You 
said that When he stops for 
breath or reaches a point which 
seems to indicate a pause, cut mm 
with: “You mentioned something 
a moment ago which seems to me 
to have a very important bearing 
on your problem right here. Your 
idea that... ete. is really a 
very good reason that this proper 
tv would be just right for you.” 

Listen attentively to what he 
Somewhere in all that chaft 
there will be some good seed for 
Don't try 
to make a direct pitch and force 
him to listen to what vou want to 
say. Make your own sales talk spring 
spontaneously from his own think 
ing, so that he actually talks him 
self into buying your deal. 

The “Thinker” seems deliberate 
inaction and thought, slow to reach 
any 


SANS. 


your own selling ideas. 


decision, and careful in 
sidering all the facts before he does 
so. He is shrewd, sometimes a slow 
thinker, and cannot be rushed into 
He wants facts and more 
facts and likes to have time to think 


things over as he goes 


con 


a dee mion 
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Usually this type of buyer is sin- 
cere in his actions and manner. His 
apparent slowness is no act put on 
to make life difficult for you. Many 
times he is a little shy as well, but 
more often he is simply a very care- 
ful individual who is willing to 
make a decision but who hates to 
make mistakes. 


Go slowly with him. Show him 
that you are glad he is thinking 
everything over carefully, taking 
his time to reach the “right” deci- 
sion. Tell him that because of his 
analytical ability he will appreciate 
what you are trying to do in giving 
him all the facts. Give him facts 
and more facts. Use the “take your 
time” attitude. Lead him to think 
the way you want him to; help him 
to arrive at the answer to his prob 
lem rather than trying to force him 
to make up his mind and buy. If 
you make a friend of this man, he 
will pass the word along that you 
know what you are doing and are 
reliable and honest. He knows that 
he and his friends can depend on 
you and trust your judgment. 

“Jet Propelled Joe,” entirely op 
posite the “thinker,” is a man who 
is hard to pin down. He moves fast, 
talks fast, thinks fast, and gives you 
the impression of always being 


ahead of you. In fact, he takes pride 


in being ahead of you all the time. 
Frequently this type of buyer takes 
pride also in snap judgments, in 
his quick decisions. The trouble is 
that it is just as easy for him to 
decide quickly against you as for 
vou. 

Many times this man is a gam 
bler. Frequently he is fond of life, 
likes good food, good clothes, is the 
type of man who buys what he 
wants quickly because it appeals to 
him at the moment. 


The technique here is to make 
your offering as attractive as pos 
sible, as desirable as possible. Tell 
your story quickly and concisely, 
but sell need and desirability strong 
lv. You can rush a bit more than 
you would with some other types 
of buvers, but it must be timed 
right. A good stunt is to get him 
interested in the deal before he sees 
the property, get him up almost to 
the point of close while he is look- 
ing at the property, with his mind 
almost made up in your favor, and 
then, as a clincher, back off a bit 
and say that you want him to be 
sure he is doing the right thing. 
He is making an important deci 
sion, and you don’t want to rush 
him. Use “vacuumatic” selling by 
digging a hole and letting him 


jump into it himself. 
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Group I winner: Albert Balch, Seattle 


Winners in NAHB 


Neighborhood 
Development Contest 


TOURTEEN builders won awards in the 5-section 

Neighborhood Development Contest staged by the 
National Association of Home Builders. The winning 
entries will be on display at the NAHB Chicago con 
vention February 19 to 24. 

Judges based their decisions 70° on site plan and 
30°), on architectural design. Strong consideration was 
also given to ingenuity and appeal to the market. The 
winners 

Group I, project of economy homes under 50 units, 
won by Parkwood built by Albert Balch in Seattle. 
The judges praised “ingenuity in arrangement of 
rooms to permit mechanical economies in heating and 
plumbing,” also “architectural design” and “economy.” 

Group 2, economy homes over 50 units, won by Rex 
Manor Development by William Blackfield, Lafayette, 
California. “Careful planning of an otherwise awk 
ward shaped piece of land” was praised 

Group 4, a project of larger homes over 50 units, 
won by The Highlands built by Zamore Builder, Inc 
of Waldwick, N. J]. (There were no awards in Group 
3.) Proper land planning, use of cul-de-sacs, and loca 
tion of shopping center were noted for comment 

Group 5, rental housing, won by William G. Far 
rington of Houston with Parkwood. The judges liked 
the arrangement of buildings in relation to the size 
of the site, the garage compounds that screen adjacent 
areas, and the plan of the living units to meet the need 
of ventilation. 

Group 6, complete community development, won 
by J. C. Nichols Company of Kansas City, for its 
Prairie Village. The comment cited the completeness 
of the project, the overall regional land use, good 
design, and consideration to recreational areas 

Ihe judges: Nathaniel A. Owings, Chicago; Frank 
lin D. Richards of FHA; John Mc( Mowbray, Balti 
more; Earle 8. Draper, Washington 


Group IV winner: Zamore Builder, Inc., Waldwick 


t% 


Group IL winner: William Blackfield, Lafayette 


Group V winner: William Farrington, Houston 


Val C4 : 
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Group VI winner: J. C. Nichols Company, Kansas City 





@ Know amount of tax savings in an exchange 


@ Negoticite on true value basis. Avoid quoting price 


@ Know when to recommend exchanging rather than selling 


@ Provide for every aspect of transaction in contract 


@ Know the types of exchange transactions and clients 


@ Never withhold facts from the principals 


@ Be prepared to include margins for concessions 


their invest 
them to exchange their 
property tor another property because exchanges save 
income tax 

Sale expens 
\s a realtor, you owe it to your client to point out the 
had bv use of the method. You 
should acquaint yourself with the provisions of the 
Internal Revenue Act and indicate 
that you can save them as much as 
And 


LWice 


clients intend to continu 


|' YOUR 


ments in real estate, urge 


and repurchase involve unnecessary 


savings exchange 


to youl prospects 
or 


25°) of then profit 


in a real estate exchange your commission on 


such a transaction may be as much as your com 
mission on a straight sale because all the principals in 


the transaction will pay you a commission 


Avoid Taxes 


If your client owns real estate worth less today on 
the market than it was when purchased, advise a cash 
sale, particularly if the property has been owned less 
item. But 
and the 


then an even exchange 


than six months, for the loss is a deductibl 


if there is a substantial profit available, client 


wants to re-invest in real estate, 


or a “trad up” for a more valuable property will 


postpone the payment of tax 


Handle With Care 

In a 
traded clear tor another $100,000 property subject to 

550,000 loan. To offset this loan, $50,000 cash 
paid. Investment property may be traded for like kind 
without the payment of tax, but in this case, the 
$100,000 clear property received an 
equity of $50,000 and $50,000 in cash. He had a $20,000 


recent transaction, a $100,000 property was 


was 


man 
who owned the 


profit so the Internal Revenue Department held that 


because he received cash in the transaction, he must 


pay a tan 


The realtor handling the transaction should have 


February 


By BRUCE McCOLLUM 
McCollum Mortgage Company 
Oakland, Califernia 


arranged for the deed of trust to be paid before the 
property reached the Probably the 
would have been achieved if the owner of the 
clear property had borrowed $50,000 on the property 


new owner. Same 


result 


and then traded equity for equity. 


Who is Ripe for an Exchange? 

1. The Tax Conscious Owner 

Back when the dollar was worth almost one hundred 
Today, he'd like 


to own a different type of property but complains that 


cents, this man purchased real estat 


if he sold and repurchased, the tax would be too great 
If vor 
won't get his business. 


2 The 


In a weak moment, this fellow bought a 
and now reluses to sell at 
Don't make 
basis of the 


can't arrange an exchange, vou undoubtedly 


] gotistical Owner 


“turkey 
ll lose fac 
Negotiate an exchange on the 
of his holding. Always avoid 


al loss for fear he 
him sufter 
true valuc 
quoting price 

». Lhe lt 

Even though his property is worth only $50,000, this 
man wants $75,000. In today’s strong, realistic market, 
ilmost any property will sell if it is well-financed and 
properly-priced. But, there are still 
bullheaded” enough to stick to their demand for a 
over the market 


if vou deal only 


ninformed Owne1 


those who are 


price 50 


‘ You can lead this type 
n values and do not 


offset the 


into an exchang 
price Let the 
difference in value 

t. The Neurotic Owner 


. 
Because 


quote difference in equity 


he’s afraid to have a lot of cash on hand, 
his man won't sell for fear he might be “brow-beaten” 
into buving his son a new, bright red convertible or 
mink This timid 


protected from himself by an exchange 


his wife a new coat soul can be 
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5. The Hen 

Several years this man’s uncle died and left 
him an undivided quarter interest in a sound piece of 
real estate. The income is fine, but he would prefer a 
property he owned himself. An interested purchaser 
may give him a property for his one-quarter interest. 
If he cannot otherwise acquire title to the remaining 
interest, the law gives him the right to bring a partt- 
tion action placing him in position to sell the fraction 
he holds or to acquire 100% of the title. 

6. The “Scary” Owne1 


ago, 


Yesterday, a tenant missed a rent payment, and 
several vacancies occurred during the week in this 
man’s apartment, so he’s now feverishly looking for 
someone on whom to “unload” the property. He's 
selling at a poor time; however, an experienced oper 
ator may recognize an opportunity to substitute more 
desirable tenants or to improve rental conditions and 
enter into an exchange. 

7. The “Grasshopper” Owner 

Six months ago, this man owned an apartment; 
today, he wants something else; before a half-year has 
gone by, he'll want another apartment. Exchanges 
can be arranged tor him and others like him. Also, in 
this group, may be included some of the owners of 
slow-moving types who can't dispose of their property 
without resorting to an exchange baited with cash. 

8. The Speculaton 

Selling at a profit is this man’s only motive. He is not 
demanding as to location or type of property. He is 
quick to decide and prefers to deal through realtors 
If an exchange offers better possibilities, he'll agree 
to the deal. 

9. The City Farmer 

Many, many years ago, this man came to the city 
from the farm and made a fortune. Now he wants to 
return to the Great Open. He owns property in town 
that can be exchanged for rural property. On the other 
hand, an executive, tired of big city ways decided to 
buy a ranch a year ago on his 59th birthday. Several 
months later, he admitted that he was too old to learn 
how to make farming pay. Now, he wants to get back 
to the city. Associate yourself with a farm broker when 
you are arranging exchanges with these men. 

10. Men with Family Trouble 

\ split has just occurred in a family. You, as a real 
tor, can be of great service in this unfortunate situa 
tion. Husbands who can place their wives in a secure 
financial position by giving them in settlement a good 
income property will spare themselves future anxiety 
and expense. As an “Exchangor” you can offer sincere 
help. 

11. Men in Precarious Finance 

In two weeks a loan comes due and a man you know 
can’t pay it. Or, you know a man who has had bad 
luck gambling, or men whose property has given them 
a poor return, or men whose business has failed. They 
will be receptive to an exchange even if it will bring 
only temporary relict 


The Pseudo Exchange 


In the late 30's, when banks and building and loan 
overloaded with real 
estate, brokers obtained listings.on properties handled 
at 10% down with a long-term financing plan on the 
Then the broker found someone who owned 
a small clear piece of real estate on which a loan could 
be arranged to meet the first payment of the larget 
parcel. Frequently the broker's commission came fron 
of the 


associations were foreclosed 


balance. 


the sale of the remaining equity. Because rising 
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prices of real estate in the 40's, these arrangements 
worked to the advantage of the participant “trading 
up”. But the pseudo-exchange can be hazardous if the 
realtor doesn't make full disclosure of the details to 
the principals. Either the realtor should state in the 
contract that he is acting as a principal and not as an 
agent of any party and exclude himself from com 
missions from all parties, or advise the principals that 
he is working out the transaction, financing, and so 
forth, and perhaps will sell the smaller property for 
which he will keep all surplus monies 


The Straight-Across Exchange 


The elementary type of exchange involves the trad 
ing of one man’s property for another man’s. If the 
proposal is accepted, you, as the realtor, receive a 
commission from both principals. But, you must anti 
cipate that you are dealing with human nature so you 
must be prepared to include margins in your proposal 
which will meet concessions both parties may demand 


The Three-Cornered Exchange 


In many instances, three, four, and five corner ex 
changes are necessary. They may be frightening to the 
uninitiated realtor. But when the methods of nego 
tiating are clearly understood, no special problems 
arise indeed, the experience is very entertaining 


Assume you have a prospect who owns an apartment 
building paying $1,000 a month. In 19387, it cost him 
$47,500, but it has been well-maintained and today it 
can be sold for $85,000. The is 13 vears older 
and is weary of all the little details connected with its 
management. He is receptive to your suggestion that 
you exchange for a well-located chain store leased at 
$650 per month to a substantial tenant for 15 years. 
Vhis parcel, under exclusive contract with your office, 
costs $90,000. ‘The owner has several such properties 
and regularly builds for this chain store tenant. He 
could sell for cash if he would drop his price about 
$10,000, but he 
offer to exchange the apartment building for the store 
although vou have offered it clear and have indicated 
that you may be able to get $5,000 or even $10,000 cash 
differential. He takes interest when you tell him that 
vou may be able to get him a good corner lot at a busy 
can build another store for the 
chain grocery owner. Because good parking facilities 
are available, the grocer will pay a premium rental 
Therefore, the builder with the realtor to 
accept $50,000 cash and the market site in clear tith 
for his store building 


owner 


refuses. He shows no interest in your 


intersection where he 


agrees 


The owner of the vacant lot leaps at the opportunity 


to be rid of his “tax-eater”. He signs an agreement to 
accept the apartment, paying a cash difference of 
$50,000 if he can borrow the $50,000 on the apartment 
building, or at least $35,000, 
$15,000 in bonds which he can liquidate 


Here, then, 
ment owner gets the 


borrow since he has 


three-cornered deal 
market. The market 
building lot and $50,000 in cash. The lot 
$10,000 worth of his bonds, executes a 
note for $40,000 and takes clear title to the apartment 
building 


As the realtor, you received $4,250 from the apart 
ment owner, $4,000 from the builder of the market, 
$5,000 from the lot owner, after you « xplained to him 
that lots paid a 10% The imsurance 
who made apartnent building 
$400. Your total commission $11,650 


is the The apart 
owner re 
ceives the 


owner sells 


COTDINESSION com 


pany the loan on the 


paid : , or 
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Homes ‘@) Read 


uilding 


Around the Country in Low-Priced Housing 


Builders are satisfying the demands for low-priced housing, but 
they aren't sacrificing quality, realizing that prospects have been 
educated to expect more in today’s new homes... and for less 
money. Instead, they’re adapting more popular designs and using 
sure-fire selling methods to help eliminate cost-consuming vacancies 
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@ IN WASHINGTON, D. C. 


\' least one person trom Carl M 
Freeman, Inc., is on duty tull 
time at the model home located in 
Hampshire Hills, Mh 
project of 100 contemporary homes 
in Washineton, D. ¢ 


Already 60 homes have 


Freeman's 


been sold 
by the sales stall who point out the 


: aay AD ride 


seo 


Gan r 


s 


. washer, TX 
and metal 
kitchen; hollow tile, 
hot air radiant heat, storage walls, 
built-in dresser and mirrot 

\lso, carelully ce 
signed and well-lighted, are placed 
at the entrance to Hampshire Hills, 
advertising the price, builder's 
name, and the unique features 
Sales have been made from 
tracts established by the signs while 
people have been driving through 
the 


compelling features 
lrigerator, 
cabinets in the 


v 
vas 


range, 


large signs, 


con 


subdivision 
For $10,250, the 
gation presents a home having 700 
fect of floor area on a lot 
60x 110 feet in a tully improved 
Lhe overall 
home 2x 22 feet 
the asphalt tile-covered 
floor slab are hollow tiles 
laid end to end in parallel rows 
End tiles of connect \ 


continuous stream of hot an 


Freeman organi 
square 
deve lopment dimen 
sions of the are 3 

Under 
CONnCTCHC 
each row 


passe s 
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tiles the 
radiating 


au 


through thes« 
floor and the 
room. Hot opening 
into the bedrooms and the living 
room provide heat immediately on 
cold mornings while the 
warming up. 

In the expansion attic other regis 
ters open for future 


warming 
off 


registers 


Into 


floor is 


use if owners 
decide to finish space into two more 
bedrooms 

Exteriors of the homes are finish 
ed in brightly painted wood shin 
Insulation 


the 


the ex 
walls is 


between 
interior 


gles 
teriol and 
bFiberglas 

Other products used include 
Phillip Carey roofing, 
Standard plumbing, Armstrong 
linoleum and asphalt tile, Welbilt 
range, Frigidaire refrigerator, U.S. 
(;. wallboard, Sherwin-Williams 
paints, Schlage hardware, ABC alu 
minum Paneltil 
by Dow Chemical company 


American 


windows, Stvron 
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NCENTIVES to buy a home in 

Brook Hill, a development of 
Arthur Oman and Sons, Inc., loca 
ted in Weymouth, Massachusetts, 
are a model home and a packaged 
mortgage. 

For $9,990, Mr. Oman installs 
a General Electric dishwasher, dis 











LIVING ROOM 
ait 
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posal, refrigerator, clothes washer, 
electric range, electric clock, elec 
tric fan, electric water heater, and 
General Electric's Air-Wall heating 
Payments on the home, financed 
with a G. Ll. 25-vear loan, are $65.00 
a month 

While the completely-equipped 
and furnished model home 
opened for inspection, trained men 
were on hand to explain the fea 
tures of the 125-home development 
to the crowds of people brought to 
the home by half-page ads in the 
Boston papers 


was 


Construction is unique. Plywood 
exterior sheathing covers the fram 
ing and is finished with wood shin 
gles. All interior walls are dry-wall 
constructed and insulated with alu 


minum foil insulation. 


Heat ducts from the oil-fired, hot 
air furnace are embedded in the 
concrete floor slab. Four-inch ducts 
warm the with the air con 
ducted to the wall registers and cre 
ate a horizontal plane of heat as 
well as a vertical plane 


slab 


Overall dimensions of the homes 
are 51 x 24 feet. Total livable floor 


area is 855 square feet. Area of the 


lots in the development averages 
10,000 square leet 

Other features are asphalt tile 
floors, ceramic tile walls in bath 
room, and a back porch having 108 
square feet of floor space 

Product names featured include 
Robertson ceramic tile, Kentile as 
phalt tiles, Flintkote shingles, Lowe 
Brothers Paints, and U.S.G. Sheet 
rock. 


Lee ome 





@ IN FLORIDA 


YALES successes made by Wood 
WJ land Developers, current build 
ers of 16 low-priced homes in Day 
tona Beach, Florida, are attributed 
to the location, excellence of 
the sales organization, rugged con 
struction, and the sound, FHA fi 
nancing program. 


scene 


An added incentive to buy is the 
packaged electrical appliances 
range, refrigerator, and water heat 
er included in the $8,650 


pa. tee 
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None of the “balles 
hooed” until the whole project was 
completed; then spot commercials 
wert from both Daytona 
Beach stations and display ads wer: 
run in the 

The 
structed on lots measuring 50 x 125 
feet. End-gables are finished in 
wood siding painted white to match 
the coral-white reflecting surface of 


homes were 


beamed 


nie wspape rs 


homes are masonry -con 
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area ol 
feet, 


overall dimensions are 34 


Floor 
homes totals 782 square 


the walls 
the 
and the 


x 25 leet. 


masonry 


Many good construction and out 
fitting products are used despite the 
economical price tag They are 
U.S.G. Rocklath and plaster, Cer 
tainteed asphalt roohng, Crane 
plumbing, A.B. kitchen ranges, 
Hotpoint refrigerators 
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YXPANSION attics and shed 

‘4 dormers create space for family 
growth. Van Ness Corporation, real 
tor- builders of Newark, New Jer 
sey, stress space-making, practical 
architecture as promotion points 
for their housing developments. 

First-floor area of their typical 
home is 520 square feet. Finishing 
the second floor approximately 
doubles the floor area. More ove 
head space is created by a 24-foot 
shed dormer built in the rear of 
the home and by double dormers 
in the front. ‘The overall dimen 


sions of the home are 22 x 32 feet. 

At $8500, the home is a low-pri¢ 
ed investment in the future. This 
price does not include cost of lot 
which averages 50x 100 feet. 

Most of the homes have full base 
ments and front porches. Others 
have an enclosed porch measuring 
9l x 10 feet, entered from the side 
of the house. A long, low 5 same 
ance is given to some of the homes 
by dropping the ridge board. 

Products used are: Quality elec- 
tric or gas ranges, Rheem automatic 
hot water heaters, Heil heating-air 






conditioning systems, Gold Bond 
insulation, Level Line windows, 
Congoleum-Nairn linoleum, Cal 
vin-Tompkins cork wallboard, 
S.G. roofing, Matawan Ceramics 
bathroom tile. 

Signboards advertising the com 
pany’s subdivisions do not quot 
prices but emphasize an exclusive, 
zoned, residential development. 
Club colonies formed among the 
home-owners stimulate personal in 
terest in the external appearance 
of the neighborhood. 
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| SING demand of families 
with a $200 monthly income 

wasn't being satished in Davenport, 

lowa, so Davenport Homes, Inc 





decided to build homes selling for 
$6950 on improved lots. 

Non-veterans can buy the homes 
for $850 down and secure an FHA 
backed loan for $6,100. Veterans 
may make an additional GI loan 
of $500 reducing the downpayment 
to $350. Carrying charges for all 
buyers are $45 a month. 

Groups of four to 12 of the homes 
have been erected around Daven 
port. At the present, the company 
is constructing its fiftieth project of 
“Honeymoon Homes.” 

Monotony of design encountered 
when small, basic-floor-plan homes 
are constructed is relieved by mov 
ing the positions of front elevation 
windows and doorway. Exteriors of 
the slab-on-ground, frame - con 
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structed homes are either finished 
with ship lap or shingles 

Overall dimensions of the homes 
are 27 x 24 feet. Total floor area is 
650 square feet. Lots averaging 50 x 
124 feet are landscaped, sidewalks 
are laid, and streets are hard-sur 
faced. 

Well-known products encourage 
the sale of these homes. Among 
them are Kentile asphalt tile; Flint 
kote and Ruberoid exterior asbestos 
shingles; Ruberoid, Johns- Man 
ville, and Flintkote rooting; Na 
tional Gypsum Company plaster 
and U. S. G. Rocklath; New York 
Wire Cloth metal screens; Crane, 
Kohler, and Briggs plumbing fix 
tures; Lennox and Coleman fw 
naces; Vitro-liner Type E chimney 
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OMES are sold when your of- 

fice staff renders the best serv- 
ices possible to clients, says the 
Ricks-Maguire Company of Ama- 
rillo, Texas. 

But advertise your reputation. 
Ricks-Maguire uses radio institu- 
tional advertising and the classified 
sections of the newspapers to sell 
their current project of 37 homes 
ranging in price from $8,000 to 
$8,950. 

Improvements advertised are a 
three-foot concrete crosswalk pour- 
ed at the curbing for car parking 
convenience, attached garages, and 
semi-enclosed porches. 

Floor area of a typical home is 


983 square feet placed on a rough 
landscaped lot measuring 55x 115 
feet. Overall dimensions are 48x36. 

The frame constructed home is 
covered with 8-inch beveled siding; 
floors are No. | oak in living room, 
dining room, and bedroom. Kitch 
en and bathroom floors are lino 
leum. 

Carrying charges on loans gua 
anteed by FHA range from $58 to 
$63 a month. The loans average 
about 85° of the sales price for 
non-veterans and 100°, GI-FHA 
for veterans. 

Nationally-known construction 
and outfitting products used in 
clude: U. S. G. Sheetrock, Coleman 
50,000 BTU furnaces, Minneapolis 
Honeywell heating controls, R. O. 


BEDROOM 
Se" 0122" 


KITCHEN 
10" *8 


BEDROOM =—« 


i he i 


LIVING ROOM 
242" x12 
BEDROOM a 
| sex 10" 
. Se. 


\\ window units, 
Sherwin-Williams exterior paint, 
Dupont Dulux enamels, Dexter 
locks, and Stanley hardware 
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TNDER development at the 
present time is Floral Park, a 
subdivision of 200 homes planned 
and built by the Allison-Honer 
Company, Santa Ana, California. 
These homes, priced from $13,- 
500 to $16,500 have a floor area of 
1350 square feet composed of three 
bedrooms, living room, dining 
room, bath and kitchen. Each bed- 
room has large wardrobe closets 
Overall dimensions are 42 x 32 on 
a landscaped lot 60 x 104 feet. 
All of these homes are semi-mod- 
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ern in design and finished in stuc 
co. The framing rests on a poured 
concrete foundation whether the 
home has a basement or not, and 
interior partitions are supported 
by 4x6 inch girders on concret 
piers. Interior walls are not load 
bearing. Completely decorated in 
teriors are included in the final 
price. 


The 


Allison-Honer Company, in 
addition to newspaper advertising, 
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also employs an attractive, thre« 
color brochure proclaiming the 
merits of their Floral Park develop 
ment. The company claims that no 
home is designed without consider 
ing the overall planned appearance 
of the park. 

Honer-Built homes have Cran 
plumbing fixtures, Fisk and Mason 
shingles, Schlage hardware, Genet 
al Electric silent switches, Pryne 
flush lights, Celotex insulation 








Ideas for Building 


a Management Department 


Promotion has to be more than ‘‘good” to make a success of a three year-old property management 


business. Having no previous management record to show prospective clients, the Edward LeMaster 


Company, Memphis, substituted genuine service not only to property owners, but to realtors, towns- 


people, and other property managers as well. Their promotion methods paid off in more clients 


GOING concern has records of its good manage 

ment to show prospective clients. Soliciting prop 
erty management business without a single exhibit is 
something else again. You've got to offer something 
but what? 

\gainst advice of businessmen and friends, the Le 
Master Company, realtors of Memphis, started a prop 
erty management department in 1946. A year later 
thes managing 200 units apartments, homes, 
duplexes. Two years later they started from scratch 
with a new phase of management and were given the 
second largest office building in Memphis to manage 
Loday three vears later the company is one of the 
leading property management firms in Memphis 

How Lhe first method was a series 
of letters sent to every property owner in the city tell 
ing them what the company 
how well they could do it 


were 


was this done? 


them and 
They offered owners a com 
plete cost-free survey of their property the 


could do for 


material 
to be used in compiling data on rentals, building con 
ditions. Forms of statements enclosed with the letters 
were sent prospective clients to show the completeness 


of the records kept on properties to be 
ul 


managed by 
« COMMpPAany 

This correspondence brought the first business, but 
promotion was slow. Something else was needed, some 
thing to prove to owners that the LeMaster Company 
could offer something no other company could. Confi 
dence in the capability of the organization had to be 
built 


So the “LeMaster Letters The “Let 


ters” contained articles of interest to property owners 
realtors, other property 
veneral Sample articles are 
property 

LLOnS, Are 


has mnumerabl 


were created 
businessmen in 
“Who will inherit yout 
Buying apartments owned by corpora 


MAanNAaALeyTs, 


house prices going down 
letters of thanks for the 


information 


Phe company 
CONMSTPUCTIVE, 
factual 

Newspap rs printed several of the 
Other s 
wel overed by thre 


with 
rendered by the 
When the 


PeestIONS Lor 


Letters 
widespread rnterest PVICces 


company papers firm 


requested tenants to write in sug improve 
ments the newspapers publicized it, one article being 


LeMaster Policies Win Wide 


At the end of a two-vear pr 


\ttention 


riod in L948 — the com 
Falls Building 
Phe Falls 


ehly-finished cotton loft build 


pany was given management of the 


largest office building in Memphis 
Building had been a rou 


second 


iS 


February 


ing about forty years ago. At the time the company 
assumed management it was in the process of being 
converted into an office building at the cost of several 
hundred thousand dollars. 

The took over the work of reconversion 
and remodeling of offices. New rental rates had to be 
established high enough to carry the building and its 
improvements. But the building had little reputation 
as an office building, the rates were low, and the prop 
erty had been badly neglected. 

\s W. E. Althauser, property manager of the com 
pany, says, “Our first job was to revise our operating 
statement forms so they could be used for office build 
ings as well as apartments. We used the same account 
numbers for both forms for expenses common 
to both types of property and allowed additional ac 
count numbers and lines for the office building form 


company 


those 


Phis form of statement has proved to be very popu 
lar with owners and helpful in rendering a summary 
ol the year’s operation for use in connection with in 
tax return. Another feature popular with owners 
Is space at the bottom for 


COME 
a comparison of income to 
date for the current vear with that of the two previous 
years. 

“After revising our statement, our next step was to 
take a number of pictures of the building as it was at 
the time we assumed management 

We had to have an space for oun 
management office The space that 
had been used was one of the poorest in the building.” 
Renovated offices he Iped dispel the Hmpression that 
the Falls Building was an “ugly duckling. 


next aAllractive 


in the building. 


We were now ready to start our build-up of thi 
building. It that and alter’ pic 
tures came in handy, for we decided to publish a bulle 
tin and call it “LeMaster’s Falls Building Bulletin.” On 
the front we showed a picture of the building 
and on the back had a map of downtown 
Memphis with a large red arrow pointing to the Falls 
Building. We Wher 
s the 


was here our ‘betore 


Covel 
COVCT We 
were tired of hearing pe yple ask 
Falls Building 

On the 
the tuture of the 


inside of the bulletin we gave our plans fon 
before and after 
pictures of our offices, views of the modernized lobby, 


me of the 


building, showed 


ladies’ lounge rooms, and a view of the 


Mississippi trom one of the offices 
On the last page we published an alphabetical list 
of the tenants in the building with their office number, 
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Right — “Before and after” photographs, similar to those of 
this office which became the management's, are effective means 
of dispelling ideas that a property is an “ugly duckling.” This 
is one of the promotion ideas sent prospective tenants and clients 
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telephone number, and type business. We wanted to 
create a feefing of good-will and encourage inter-oflice 
patronage. Very few tenants know what are 
being offered by other tenants in their building, and 
many of them patronize inconveniently-located busi 
of then they don't 
can found right in their own ‘lront 


services 


nesses outside building because 
know 
yard’, 

“Several thousand of bulletins 
and mailed to all downtown business firms and men 
Thanks to these bulletins 
Falls Building to prospective 
tenants was lightened a hundredfold 

The company has begun “scratching 
lo give further aid to banks, investors, and property 
it 
graphs showing real estate trends in Memphis 


what be 


these were printed 
as well as property owners 
our job of selling the 


in a new field 


owners, recently started publication of monthly 


[reesee LMASTI soosees | | Ny | 


| 


containing 
rates, 


“LeMaster Letters” 
information on rental 
housing conditions, taxes were 
sent to property owners, realtors, 
and property managers to build 

ipany’s name. Several of the 
“Letters” were published locally 


Downtown 
Memphu 


MASTER coos 


Deny 8 


mee ras Tope 


Left — Similar operating forms are used 
for both apartments and office buildings 
Additional lines and account numbers are 
added for the latter, shown here. Space at 
the bottom is for three-year income com 
parison, a system popular with owners 
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FURNITURE ON WHEELS has been developed to meet the growing demands of the television 
age. This new massive furniture is mounted on pneumatic rubber tires, is actually light as air to 
move. Foam rubber upholstery gives comfort without bulk. And the chairs aren’t really chairs at 


all, but a sofa with a built-in center table. Center table has compartments for books and magazines 


THIS MAMMOUTH CONCRETE JOB is this $40 million Parklabrea housing development now under 
construction by the Metropolitan Life Insurance Company in Los Angeles. Sprawling over a 175- 
acre tract, the 13-story apartment buildings will house more than thirteen thousand people when 

completed. About three million feet of plywood is being used for the project’s concrete form work 
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Above: 

CONFERENCE EFFICIENCY is achieved in this carefully- 
planned conference room. A wedge-shaped table permits 
better visual and mental views; chairs support good pos- 
ture, prevent fatigue; low-bright lighting eliminates eye 
str . In background at right is a large sketch pad for 
making on-the-spot analysis. Cabinets below tackboard at 
right hold maps, other bulky objects. Note visual aids 


Ac aad 
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Top: 

PARTITIONS ON DESKS answer the preb- 
lems of privacy and flexibility in today's busy 
offices. Partitions, fitted onto the desks, nimy 
be of clear or frosted glass, plywood, or some 
acoustically-treated mat 1; can be moved 
simply by moving desk unit. Varying lengths 
and heights can be used, judged by needs 


Above 

TRANSPARENT PIPES are being used by 
the Bureau of Standards i attempt to 
develop a uniform plumbing +. The pipes 
and fittings are plastic, duplicated dimensions 
of commercial metal plumbing. Tests show 
short-turn drainage systems are preferable to 
long-turn TY fittings as far as self siphonage 
is concerned; stack venting is satisfactory 


Left: 

COCKPITS FOR ELEVATOR operators is 
the latest innovation in vertical transportation 
A separate compartment one foot above the 
floor level on the right-hand side of the car 
gives the operator an unobstructed view of 
the entrance, allows for 22 sengers. An 
electric eye system controls the doors so they 
will stay open as long as a passenger’s body 
obstructs any one of the three electric beams 


4) 





Getting the 
Name on the 
Dotted Line 


Many salesmen make a fine sales presen- 
tation but falter when it comes to getting 
the prospect's name on the purchase con- 
tract. The author interviewed experienced 
salesmen, found seven time-tested closing 
techniques. You can close on a direct 
question about buying, or adopt an atti- 
tude that the prospect has made a favor- 
able decision, or offer alternatives less 
desirable than the ‘ideal’ 


each dependent on knowing your prospect 


property — 


By EUGENE R. MOORE 
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— \T deal has been written on specialized tech 
CA niques of closing a sale, the psychological moment 
of winding up your sales presentation and helping 
to buy. The fact of the matter 
it any psychological tricks that 
used to consummate a transaction while there 
a number of field-tested closing 
techniques which are entirely legitimate and practical. 

For some other 


your customer decide 


is that there are tew 
may be 
ire on the contrary 
reason o1 a great deal of self-con 
sclousness and fear is built up in the minds of sales 
when it deal. Younget 
and less experienced salesmen in the real estate field 
ire particularly prone to feel the 
reach the point of close. Sometimes a man has had 
interviews with a prospect, has shown him the prop 


men comes time to close the 


nervous when 


erty, discussed the details of the proposal thoroughly, 
and has been asked to wait a few davs while the pros 
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pect thinks it over. On the afternoon of the third or 
fourth day of waiting, the young salesman will some 
times call on the prospect remarking that he has 
“just dropped in for a visit” or that he was “in the 
neighborhood and thought that he might stop in fon 
a few minutes.” 

If your prospect is considering spending several 
thousand dollars on a piece of real estate, you don't 
just drop in accidéntally. You have a definite and 
legitimate purpose in calling on him, and he expects 
you to call with that purpose in mind. 

I am reminded of the story of the young salesman 
who went to work for a manufacturer of grocery and 
butcher shop equipment and who was undergoing his 
training program in the metropolitan display room 
which the manufacturer maintained in a large city. 
One morning a little man who spoke broken English 
wandered into the display room, accosted the young 
salesman and asked him to see a certain bacon slicer. 
Full of enthusiasm and his new sales talk, the young 
salesman demonstrated the slicer, pushed up and sliced 
up the bacon, took off the bacon and put on a ham, 
sliced up half the ham, took it off and put back the 
slab of bacon and finished slicing it, went through his 
complete sales story twice and started to work up a 
sweat. 

The litthke man stood there and said nothing. Not 
knowing what else to do the salesman went back into 
his talk all over again and used up a second slab of 
bacon. By that. time he had really begun to work 
up a sweat and was beginning to lose his temper. 
Finally he turned to the litthe man and said in ex 
asperation, “Well, are you going to buy it or not?’ 
The little man shrugged and replied, “I was just wait 
ing for you to ask me.” 

The experienced salesman will start closing his sale 
the first minute he starts the sales presentation and 
begins to get acquainted with the customer. In the 
first place, is this man the real buyer, or is his brother 
in-law or his uncle or someone else in his company the 
individual who actually will make the decision and 
sign the contract? Secondly, is he financially qualified 
to make a purchase? 

Once you know you are dealing with the buyer 
who is actually qualified and who is the right indi 
vidual to make a decision, you then are faced with 
the problem of finding out his needs and specific 1 
quirements. This you must do by a frank inquiry 
into his type of living and his family’s preferences. 

By gaining this information, you lay the ground 
work for summarizing the sales features of your prop 
erty in the closing moments of making the 
that you can develop at that time with the man a 
clear picture of the areas of agreement and isolate the 
points of difference or resistance so that you can wind 
up with a complete and satisfactory meeting of minds. 

In addition, by getting thoroughly acquainted with 
his own requirements, you impress upon him that 
you are not an individual in a hurry to sell just any 
piece of property in order to make a quick profit, 
but rather that you are primarily interested in him 
as an individual and in his needs for cither residential 
or commercial property. You are sincerely trying to 


sale SO 


get information so that you may serve him in an in 
telligent and professional manner. 

There are seven main methods of closing a real 
estate transaction in common use by experi need real 
men. Probably the simplest method of these 
is what is referred to as “closing directly on the ques 


estate 


tion.” Particularly when you are dealing with ex 
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perienced buyers of real estat business people who 
are in contact with salesmen and are familiar with 
most of the techniques of selling and sales psychology 

it is UNWise to attempt any “trick” maneuvers. It is 
far more advisable for the real estate salesmen who 
has done a good job of presenting the salient points 
about the property simply to say, “Well, Mr. Jones, 
that is the story. I believe this property fits your situa 
tion. 1 certainly hope it looks as good to you as it 
does to me. What do you think of it?” 

It may even be advisable to ask directly if he is 
going to buy the property or it may be advisable to 
case off just a bit and ask when he feels he will be 
able to give his decision. However, for the salesman 
who has some lack of confidence in the ability with 
which he has presented the property and is dubious 
as to the prospect’s state of mind, it is likely that 
such a method of closing should only be attempted in 
rare instances. 

The second closing method is usually known as the 
assumptive technique.” In this method of closing, the 
salesman throughout the interview and presentation 
of the property has adopted the attitude that th 
prospect has already made a favorable decision to buy 
t piece of property, probably this one. When he reach 
es the closing portion of the sales interview, the 
salesman maintains this attitude and makes a direct 
suggestion such as, “Suppose we go down to your 
and have him look over this contract 
think this house will suit 
than any we have looked at 
mav I suggest you give me a check for earnest money 
now so that we can have final papers drawn up im 
mediately?” Such direct suggestions should be 
tacttully and should always leave the 
final agreement to the buver. 

Che third method is what is known as using the 
secondary question when assuming the agreement of 
the purchase 


lawver’s office 
before you sign it” or “I 


your purpose better 


made 
appearance of 


In this close the salesman maintains the 
attitude of assuming that the prospect intends to buy 
and will arrive at a close by asking a question on some 
incidental connected with the property. Such questions 
may cover any elements of the property ranging from 
repairs and remodeling which might be involved in 
the contract, the installation of certain kitchen cabi 
nets and appliances or the type of insurance coverage 
which will go on the property with the signing of the 
contract. Such questions must be put to the prospect 
in such a way that his decision on this secondary point 
will be a natural one and will also be one 
he construed as a 


which can 
indication that he has 
reached a decision on the main question of whethe: 
or not to buy the property. 


favorable 


The fourth method of closing a sale is that of using 
a secondary question but supposing a hypothetical 
consent or agrecment by the prospect 


For example 
vou might say, “Now suppose, M1 


Jones, that you de 
cided to purchase this property, would you want out 
firm to continue in the management for 
all ce tails of 


you so as to 


relieve vou of leases, collections, main 


tenance?” The effect of this method is to put the buyer 
in a position where in his imagination he is already 
enjoying the benefits of having purchased the proper 
tv and is concerning himself with just how he would 
like to enjoy benefits most fully 

The fifth method is that of offering the prospect a 
number of alternatives, each of which is less desirable 
than the proposed deal. The this method 
depends directly upon the thoroughness with which 
the salesman has previously explored the needs and 
thinking of the prospect so that there has been a clear 


those 


success of 
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agreement on the essential characteristics of the 
“ideal” property for this man to buy 

Upon reaching the point of salesman 
might venture to sav something like this: “Now as I 
understand it, Mr. Jones, the features of the property 


which is most suitable are 


close, the 


as follows enumerat 


them) . Is that correct? Judging from what you have 
told me, you can cither stay where you are and put up 
with the inconveniences you are 


may, through some economy, be able to overcome the 


now sullering; you 
handicaps of the property you are now using; you may 
find a property that offers you some of the advantages 
of your from scratch and 
build a new property exactly to your own specifica 
would be 


“ideal”; or you can start 
costly 
which 


most 


somewhat more 
Now 


would be 


tions, which ot course 
than purchasing this particular property 
alternatives do think 
satislactory to you?” 

In this 
that there 


ot those you 


salesman very frankly admits 
are other alternatives which no doubt have 


metnod th 


been passing through the buyer's mind and helps the 
buver measure them with the 
specifi deal which he 


and compare them 
is proposing 

Phe sixth method involves the development of areas 
of agreement and isolating the points of differences 
In following this technique the salesman will sammat 
ive the situation at the end of his sales presentation by 
referring to the specifications of the 


which were developed in the early stages of the inter 


“ideal” property 


view and then go on to point out how the particular 
property they have been viewing fits the specifications 
very closely. This will boil the discussion down to on 
or two points of difficulty which can be threshed out 
basis in many 


on a factual and satisfactory instances 


Sometimes such a summary and comparison will result 
in no objections and the salesman must then use that 
situation as leverage for fair play on the part of the 
and from the 


objections which may exist in his mind 


buver draw out buyer any remaining 


Lhe seventh method of closing a sale is referred to 


Hurrah 


salesman portrays in glowing terms the 


by some writers as the technique. In this 
method the 
personal satisfaction which the buver will receive by 
n the 


salesman will dwell in glowing terms 


purchasing this property much same fashion as 
an automobil 
on the luxurious ride, the sense ol power, from auto 
matic transmission which the prospect will enjoy afte 
he has purchased his new automobile. ‘This dramati 
vation makes the buyer use his imagination and get the 
vicarious thrill and satisfaction of his new purchase 
And if the closing techniques discussed above don't 
ask the man to buy the prop 


work, for heaven's sake 


cry 


Lakewood Park . .. $125 Million Subdivision 


25 million residential subdivi 


he ATION ol a $1 
A sion, the 


second 


largest in the history of the 
first ol 


northeast edge ol 


this month on a 
Long Beach, 
Lakewood Park Corporation put 
$8,800,000 from the Montana Land 


country, got underway the 
5.575-acrve tract at the 
California I he 
chased the land for 
Company 

Phe builders hope to 
working day during peak production periods 


turn out 100 homes cach 
lines 


15.000 homes scheduled for compl 


Initial work has begun on streets and utility 
for 2,100 of the 
tion the 
three-bedroom models “in a 


financed under FHA and VA 


The homes will be two- and 


price 


end of next veal 


variety of ranges, 
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: 


Thomas B. Knowles, executive vice-president, sets a clock on the 


A receptionist demonstrates the office side of the time panel, and 
lobby side of the time control panel, to tell when he will be in 


the individual mail boxes. Time clocks can be set from either side 


New Ideas for Your Office 


The new home of Van Schaack & Company, Denver, abounds in d 





n ideas to 
make the practice of real estate and property management easier. Especially in- 
teresting are the time clock device for salesmen, background music piped to all 
departments, the almost exclusive use of artificial lighting, an automatic ele- 
vator, a 100-seat theater for sales meetings, and year-around air conditioning 
throughout. Several of these ideas are proving so successful they are being 


favorably considered for various properties under the company’s management 


tune of back 
Their lighting is 
almost artificial, but they 
have minimum eyestrain or glare 
They have all year-around air con 
ditioning. They and their clients use 
a self-operated elevator. Their sales 
men and other field men keep the 
receptionist well posted of 
comings and goings by an 
tive time clock device 

And most important, they are 
finding that the combination of all 
these things make employees less 
tired and 
their office 


7. Y work to the 
ground music 
entirely 


their 
attrac 


when they leave 


for the day 


tcns¢ 


44 


Van Schaack & Company, real 
tors and property managers of Den 
ver, have had three months experi 
ence in a modern new three-story 
building of their own, and they are 
finding their improvements so satis 
fying they will them 
for properties under their manage 
ment 


use some of 


The general attitude of the com 
pany is summed up by a chance re 
mark made recently by one of the 
executives, “I find it difficult to get 
mad at anybody since we moved in 
here 

Of special interest to realtors con 
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templating new offices are three 
features: the time control for sales- 
men, the background music, and 
the self-service elevator. 

Incorporated in rear side of the 
information counter, which extends 
across the front, is a series of clock 
faces with chromium dials set on 
walnut bakelite. They can 
be set from either the front or the 
rear to indicate whether or not a 
man is in or not, and if not at what 
time he will return. The device is a 
modern adaptation of comparative 
ly make-shift devices used in many 
real estate offices. 


color 
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The background music is sup- 
plied by a system of Muzak speak- 
ers extending to all areas of the 
building. Each is individually con- 
trolled by rheostats so that the vol- 
ume can suit individual tempera 
ments. The system operates 27 
minutes out of each hour, and is so 
arranged through the telephone 
switchboard that it can also be used 
to page personnel for important 
calls. 


The building, which is three 
stories in height but actually has 
only two full floors because of a 
high ceilinged first floor, is served 
by one elevator — of the Otis self- 
service-type. The experience of the 
company sheds light on a moot 
question in property management 
circles. “When the building was 
planned there was some doubt that 
a self-service elevator would handle 
the traffic,” Mr. Konersmann re 
ports. “There was doubt also as to 
whether or not it might be bad 
from a public relations angle to r¢ 
quire clients to operate the elevator 
themselves. Our experience, how 
ever, indicates that these fears were 
groundless. We now believe that 
self-service elevators may be practi- 
cal in any building which is serv- 
iced by only one elevator. We have 
already asked for bids for the in 
stallation of an automatic elevator 
in a four-story commercial office 
building, and have discussed the 
possibility of using this type in 
larger buildings, but have shelved 
the idea until we have had the 
benefit of additional experience.” 


The new building is constructed 
of poured concrete on a lot 60 x 100 
feet, with full basement. A Carrier 
10-ton unit supplies a constant tem 
perature throughout the entire day 
and vear. 


Fluorescent fixtures provide 50 
footcandles at desk level in most 
departments. Spotlights over desk 
areas supplement the lighting in 
private offices. The lighting is per 
fectly balanced throughout the day 
because the building is windowless 
except on the front of the build 
ing. Here the windows are chiefly 
for the architectural effect 


Ihe sales and property manage 
ment departments occupy the first 
floor, insurance and loans on the 
second floor, the 100-seat theater 
and the farm and ranch department 
offices in the basement. A mezza 
nine floor is occupied by account 
ing department heads. A 30 x 30 
foot soundproof room is also locat 
ed here to house the company's 
IBM equipment 
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The main floor is high-ceilinged. This view shows the sales department in the fore- 
ground and the management department beyond the partition. The floor is terrazzo 


a 























The new home of Van Schaack & Company is of poured concrete, trimmed with black 
Italian marble. All ceilings are of acoustical tile. Interior trim is Philippine mahogany 


Time control panel is on the rear side of the semi-circular information and reception 
desk. Note the effective fluorescent lighting that provides 50 foot candles at desk level 
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By BERT V. TORNBORGH, CPA 


JYIRE LOSS was suffered by a 
taxpayer. The Court determin- 

ed the amount of the loss over 
and above the insurance coverage 
and allowed the taxpayer a cor 
responding deduction. The prop 
erty was the taxpayer's residence. 


Partner A owed money toa part 
nership, secured by insurance on 
his life, on which partner B paid 
the premiums. Such premiums, 
said the Court, were not deductible 
under the tax law which prohibits 
deductions for life insurance pre 
miums where the policies are on 
persons financially interested in a 
business and where the business, 
directly or indirectly, is the bene 
ficiary 


No Tax Benefits or, in othe: 
words, no deductions resulting in 
reduced taxes grew out of a series 
of loss transactions had by a cet 
tain taxpayer. In a subsequent 
profits year he wanted to aggré 
and offset the earlier losses 
igainst the later gains. The Court, 
finding no interrelationship — be 
tween the earlier and the later 
transactions, declined to approve 


gate 


New 1948 Tax Forms are begin 
ning to get into circulation. Indi 
vidual returns present no startling 
The farm schedule (1l040F) 
new line for reporting in 
come from ‘patronage dividends’ 
New corporation returns (form 
1120) now has question as to date 


changes 
has a 


and state of incorporation on page 


| instead of on page 3, and vari 
rearrang 
ed, as has the set-up for computing 
the tax. Business 
classifications are 


fled with new code 


ous schedules have been 


and 
reshul 


groupings 
entirely 
numbers. 
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Dispute Was Settled by the pay 
ment of a certain sum of money, 
which payor claimed as an.expense 
deduction. The Court said ‘no’, on 
the basis that the evidence was in 
sufficient to show that the expense 
really accrued in that particular 
tax vear. 


Property Was Sold by one com 
pany to another related company 
In due time the question came be 
fore the Tax Court whether the 
selling company had really sold at 
fair market value or perhaps at 
some artificial figure. The selling 
company had set a value based on 
capitalization of reasonable rent 
als, and the Court approved that 
basis. 


Husband -Wife Partnership in 
the insurance business was chal- 
lenged by the Treasury for income 
tax purposes. The Court, finding 
that the wife rendered vital serv 
and that the success of the 
business was due to their combined 
efforts, approved the partnership 
as bona fide. 


ices 


Real Estate Valuation and ques 
tion of amount of gain or 
sales were before the Tax Court in 
a certain instance where the Court 
ruled that real estate taxes paid 
proper deductions, not ad 
ditions to the The \ppe llate 
Court the found 
this ruling in error in that the taxes 
involved really had levied 
for the retirement of bonds which 
in turn had been issued for land 
improvement costs. Therefore, rules 
the Appellate Court in reversing 
the Tax Court, the taxes should 
have been capitalized, not taken as 
deductions 


loss on 


wert 
cost 


reviewing CASE 


been 
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Capital Gain to a trust is capital 
gain to beneficiaries, not ordinary 
income, is dictum laid down by 
Courts some time ago. With this 
in mind, we find a case where the 
taxpayer sold realty on behalf of 
the beneficiaries of a liquidating 
trust, received part of the proceeds 
as compensation for his services 
and wanted it taxed as capital gain 
The Court found the doctrine in 
applicable, ruled the compensation 
taxable as ordinary income. 


Real Estate Sales were made by 
a tax payer under certain circum 
stances and on those facts, said the 
Court, the profits were not ordinary 
income but properly taxable as 
capital gains, not having 
made “in the ordinary 
trade or business.” 


been 
course ol 


Real Property was sold at loss by 
an auto sales company to finance 
a company having the same stock 
holders. The Treasury challenged 
deduction of the because of 
this inter-company relationship 
The Tax Court, however, found 
that the buying company was real 
ly organized for a business purpose 
(not merely as a sham for tax pur 
and allowed deduction of 
the loss to the selling company. 


Bank Held Notes that were not 
collectible. It charged them off, 
later distributed them to the stock 
holders. They eventually made col 
lection. The Court ruled this was 
taxable income to the bank. 


le SS 


pe secs) 


Selling Partnership Interest r¢ 
sults in capital gain, rules the Tax 
Court, regardless of the nature and 
composition of the partnership 


assets 
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To sell, a subdivision of luxury homes must exploit the natural 
beauty of the land. When William G. Farrington planned Tangle- 
wood in Houston,’he chose an area ideal for big lots, large homes 


HAT objectives should a 
builder visualize when plan- 
ning a subdivision of luxury homes? 
Tanglewood, a 270-acre residen 
tial park located in southwest 
Houston along Buffalo Bayou, be 
gan when developer William G. 
Farrington asked himself that ques 
tion. 

His first aim was to develop the 
natural beauty of the terrain, sur 
vey and engineer the land for easy 
access, and maintain construction 
excellence. Second: To design 
homes large enough for comfort, 
yet small enough that, when outfit 
ted with household appliances, the 
homes can be managed by the 
average family. Third: To survey 
lots large enough for a_ private 
garden or recreational area, yet 
small enough to be tended without 
power tools or outside help. 

Roughly rectangular in shape, 
Tanglewood is, nevertheless, laid 
out with gracefully curving roads. 
The main access drive runs ap 
proximately north and south. Intet 
secting this drive are the curving 
streets cut through the subdivision 
in an east-west direction. Down- 
town Houston is only a 15-minute 
drive away on main thoroughfares. 

Strict architectural control is en 
forced by Tanglewood Corporation 
of which Mr, Farrington is presi 
dent. The corporation specifies all 
building products, sizes of homes, 
and spacing of homes on lots. 

Currently, eight homes are being 
built, ranging in price from $20,000 
to $50,000. All homes are built on 
a concrete floor slab laid on rein 
forced concrete grade beams sup 
ported by footings sunk down to 
the clay subsoil. Framing lumber 
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is No. | kiln-dried Douglas Fir; all 
are constructed of a good 
grade finish roofing applied over a 
solid sheathing sub-roof. Roofs 
drain to the street not to the 
ground next to the foundation. 
Year-round insulation is provided 
with Fiberglas in walls and ceilings. 
Interior walls of the homes are con 
structed of U.S.G. plaster over 
U.S.G. metal lath. 


\ special feature in the homes 
are Overhead Door Company mo 
tor-controlled garage doors. 

Self-contained Chrysler Airtemp 
air conditioning units and Crane 
boilers set year-round temperature 
limits. Briggs bathroom fixtures 
installed in all homes, and 
kitchens are furnished with Gener 
al Electric dishwashers and disposal 
units. Wright rubber tile covers 
kitchen floors. 


roots 


are 


Floor area of the typical home 
is 1,500 square feet. Some homes 
have others are one 
story ramblers. All have three bed 
rooms and two baths. 


two stories; 


145 feet and 
They are being sold on a 


Lots measure 90 x 
larger. 


One-story rambler built by William G. Far- 
All have three bedrooms, two baths 


rington. 


February, 1950 


square-foot basis 30 cents per 
square foot, including utilities and 
improvements fully paid. All 
streets are paved; ornamental street 
lamps illuminate the development; 
sewers, city water, gas, electricity, 
fire and police protection is pro 
vided. 

Advertising for the Tanglewood 
Corporation stresses case and open 
ness of living, yet the convenience 
of being close to the city, to schools 
and shopping centers. 

\ unique association for the 
maintenance of the subdivision has 
been formed by the Tanglewood 
Corporation. Called the Tangle 
wood Homes Association, the group 
is a non-profit organization whose 
present governors are the officers 
of the corporation. As home own 
ers increase, some of them will be 
elected to the board of the Homes 
Association. 

When Tanglewood is completed, 
these resident board members will 
take full control. It is this asso 
ciation which guarantees perpetual 
maintenance, restrictions on lot 
sizes and architecture. Each own 
er’s deed carries an agreement to 
be charged an annual tax of not 
more than four mills for income 
to per petuate maintenance 


Newspaper display ads emphasize luxuri- 
ous living in a semi-rural pleasant locale 


Two-story contemporary colonial built 
recreation area 


on lot suitable for 





Builder Completes Unique 608 Project 


NE of the first builders to com- 
plete an institutional project 
financed under Title VI, 608, is 
Builders, Inc. of Wichita, Kansas. 
Wide experience in the residen- 
tial building field enabled the com- 
pany to construct 40, four-unit, 
garden-apartment-type dwellings 
for the Institute of Logopedics, a 
children’s speech correction center 
in Wichita. 

Of the total $1,557,100 cost, 90% 
was covered by an FHA guaranteed 
loan from the Equitable Life Assur 
ance Society of the United States. 

Covering 40 acres, the entire pro 
ject consists of 41 buildings includ 
ing the administration - classroom 
building. 

Total livable floor area of each 
dwelling unit is 700 square feet 
divided into a living room, dinette, 
kitchen, two bedrooms and a bath 
room. Storage space is available in 
a full basement partitioned into 
flour, private storerooms. 


Each unit shelters three children 


Aerial view of Institute of Logopedics, 
Wichita, Kansas, showing apartment-type 
dwellings located on either side of service 
road. Administration-classroom building is 
located at loop in far end of service road 


and a house-mother, or one child 


and its family. 


In the classroom-administration 
building, vestibules to each class 
room have a sliding plastic and 
steel door at the end nearest the 
corridor. Spectators can draw these 
doors shut, excluding light and 
noise, and peer through one-way 
windows built into the door at the 
classroom end of the vestibule. 


Lay-out engineering considered 
accessibility of the residential build 
ings to the administration building 
and the protection of children from 
automobile traffic. At right angles 
to the main thoroughfare from the 
Wichita business district is a split 
service road running between the 
apartments to the administration 
classroom building. 


Parking areas are laid out in the 
service road opposite the ends of 
each apartment. At the administra 
tion-classroom building, the road 
loops around to enclose a large, 
protected play area. 


DINING 
ALCOVE 
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A distinguishing feature of the 
project is the quality of construc 
tion materials. Some of the prod- 
ucts used are: Ruberoid Tite-On 
asphalt shingles; U.S.G. Sheetrock 
and rock wool; Briggs and Ameri- 
can-Standard plumbing fixtures; 
Schlage hardware; Markel electric 
heaters; Coleman floor furnaces; 
Carrier air conditioning; Modern- 
fold doors; Moeschl-Edwards metal- 
clad doors; Armstrong linoleum 
and asphalt tile; Texolite, Devoc 
Raynolds, and U. S. G. paints. 

Celotex was applied to the fram 
ing. Concrete ramps were built at 
all entrances to accommodate whee! 
chairs. Floor joists had to be low- 
ered below grade and_ protected 
with termite shields. Window-wells 
surround all basement windows. 

Frigidaire refrigerators and Hard 
wich gas ranges were furnished by 
Builders, Inc. for all apartments. 
\ Rotary Lift Company Oildraulic 
elevator and a Bryant boiler wer¢ 
installed in the administration-class 
room building. 
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if a buyer purchases on an installment contract, should fire insur- 
ance on the property be written in his name? Can you sue for dam- 
ages if a racial covenant is violated? And if you break a building 
restriction of a subdivision, to what degree are you liable and to 
what parties? Our whimsical legal expert supplies the answers 


By GEORGE F. ANDERSON 


|' a customer comes into your of 
fice and lays down a fire insu 
ance policy on your desk, and asks 
you if it is made out all right, here 
are some of the things you should 
check: 

1. Question the customer to see 
who holds title and see that the 
policy is made out to the title 
holder. It may be that you will have 
to ask him to bring in his deed, o1 
his guaranty policy, to get this cor 
rect, but it is an important matter, 
and should not be left to guessing. 
Many men who have title in joint 
tenancy have the policy in their 
names, and many who have 
title in their own names have the 
policy in the names of themselves 
and wife. Many persons taking title 
in trust don't think of it, and take 
the insurance in their own names 

2. You find that the cus 
tomer is buying the property on an 
installment contract, but the insur- 
ance is in his name, instead of the 


own 


may 
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seller's. The policy should be made 
out in the name of the seller, with 
a contract clause in favor of the 
buye 

3. If there is a mortgage on the 
property there should generally be 
a mortgage clause in the policy. If 
an owner is not personally liable on 
a mortgage the amount of the mort 
gage will be deducted from the fire 
loss, and the owner will be in the 
situation of having paid premiums 
for insurance he can collect. In 
other words, if I own a building 
worth $10,000, subject to a mort 
gage of $10,000, on which I am not 
personally liable, and the building 
is destroyed by fire, I have not lost 
anything. 

}. Question your customer as to 
the value of the building to see if 
he is fully insured. With the in 
creased cost of construction you 
will find that many buildings ar 
not sufficiently covered. I don't 
mean to say that this question can 
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alwavs be solved by a conversation, 
but a conversation will show il 
there is a problem, and this may 
lead to an appraisement or an in 
surance counsellor. 


YEVERAL years ago, the owner 
Ss of a building sold it. The deed 
contained a covenant as follows 
The grantee herein covenants and 
agrees that said premises shall never 
be sold to, or occupied by, anyone 
who is not of the Caucasian Rac 

The grantee has sold the 
building to a Negro. The original 
grantor knows that he cannot en 
force the covenant by injunction 
but is threatening to sue his grante 
for damages. 

I don’t think he lo 
permit damages would be enforcing 
the indirectly, and the 
court said that it is unconstitutional! 
to enforce such covenants, and it 
would seem that this means in 
directly, as well as directly. There 
is an old maxim of law that that 
which cannot be done directly can 
not be done indirectly 


now 


can do so. 


covenant 


CALL this item “As I See It 

because I have discussed it with 
one of the best lawyers in town, 
and while he didn't disagree with 
me he said, “I'm not so sure that I 
am prepared to agree with you on 
all points.” 

I buy a lot in a new subdivision 
Ihe deed provides: “The grantec 
herein covenants and that 
no building shall be built on said 
premises other than a one-family 
dwelling costing not less than $25, 
000, and not less than 25 feet from 
the lot line.” 

For a violation of this covenant 
I would be liable in damages. To 
whom would I be liable? To all 
the property owners in the subdi 
vision, because the restriction was 
imposed for their benefit. I could 
have a lot of suits on my hands, 
couldn't I? For how much would | 
be liable? For the difference in 
value of the other property before 
and after violation 

If I built a two flat building 
costing $15,000 up to the lot line, it 
would damage the property in the 
same block to the tune of thousands 
of dollars. The farther away you 
get the less the damage would be 
Ihe amount of damages would b« 
a matter of expert testimony 

If I sold the property to you, and 
in my deed to you repeated the 
covenant, you would also be liable 
for a subsequent breach. If I con 
veyed to you by quit claim deed | 
don’t think you would be personally 
liable for damages 


agrees 





How’s Your Over-the-Phone Selling? 


By JAMES M. WARREN 


Canton, Ohio 


FPXHE company that employs me 

recently opened a real estate 
department. Naturally, the first 
obstacle to face was the problem of 
securing listings of property for 
sale. 

This job was designated to me 
and never having been engaged in 
the work of securing listings I was 
stumped. I had done lots of sales 
work over the telephone, however, 
and I decided to try to secure real 
estate listings by using the tele 
phone to secure prospects. 

I wrote myself a sales talk that 


and dry. 


generally 





was good. It was too good. It 
didn't sound natural and, after my 
first phone call proved a failure, I 
discarded my pattern and ad libbed. 

Through experience I learned 
that busy housewives are not too 
happy to answer the telephone and 
listen to a “Are you interested in 
selling your home?” line. It 
necessary for me to change my tac 
tics and I started talking imper 
sonally and changed my question. 
The statement, “We are trying to 
locate property owners in 
neighborhood that 


was 


your 
might be in 


They're still dry 
after eight years 


Because smart planning included the THORO System for 


protecting these housing projects, they are today, sound 





An extra room in every home, — 


if the basement room is Thorosealed. 











37 YEARS OF TRIALS, 
TESTS AND CHANGES 
TO REACH PERFECTION. 


Today, we supply to the 
construction industry pro- 
ducts of such merit and 
efficiency as have become 
recognized as 
being ideal for the function 
for which they were origin- 
ally designed 


Teas ee 
THOROSEAL Coit | 
TT Ge 


ee 


Standard Dry Wall Products 


X, NEW EAGLE, 


PENNA. 
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terested in selling their homes” did 
the trick. Somehow this appealed 
to the housewives and the results 
began to amaze me. Even if the 
wife wasn’t interested in selling 
her own home they would start 
telling about their friends and 
neighbors that wanted to- sell or 
had talked about selling. 

Out of 100 phone calls I secured 
14 prospects that were interested 
in listing their property for sale. 
These prospects were turned overt 
to our salesmen and about 25% 
listed their property with us. Four 
days were spent in calling over the 
phone and we secured enough pros- 
pects to keep our sales crew of two 
men busy for several weeks. 

This telephone calling should 
work for other real estate com- 
panies as well as it did for us. Here 
is the “sales talk” in it’s entirety: 

“Good Morning / Afternoon, is 
this Mrs. /Mr. ?” 

“Mrs. / Mr. this is the 

Company calling. We arc 
trving to locate property owners in 
your neighborhood that might be 
interested in selling their homes. 
\re you interested in selling your 
place? (If answer is “yes,” the tele 
phone work is over, just jot down 
the name and address.) (If answer 
is “no,” then continue. . .). 

“Do you know of any of your 
friends or neighbors that might be 
interested in selling their homes?” 
(This question often brought forth 
prospects). (If answer is “no,” then 
your call has failed so you might 
as well bring it to an end). 

“Thank you very much, Mrs. 
Mr. . In the event that 
you ever decide to sell your home 
please call the company. 


Sidewalk Selling 


People around Long Beach, Cali 
fornia, are becoming well-acquaint 
ed with Realtor Nelson Bark’s 
salesmen. Mr. Bark has a serics of 
glass-enclosed cases in front of his 
office. In each of the cases is a large 
photo of a salesman for the Bark 
firm along with a card giving his 
name, address, and phone numbe 
after business hours. In the same 
cases are a series of pictures and 
printed descriptions of homes and 
properties handled by each sales 
man. Conspicuously printed in 
large letters for all to see is the 
realtor’s name and that he “has the 
keys” to each of the properties 
listed 
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PRODUCT PROGRESS 


Screen Painting Simplified 


Makers of the Aerosol bomb, popularized by the 
armed forces, have manufactured a push button spray 
dispenser called Super-Eze Screen Enamel. A fine spray 
of enamel is released under pressure when the finger 
controlled valve is pressed. Spraying prevents clogging 
the mesh of the screen and assures an even, fine coat 
to every side of the individual wires. Super-Eze, avail 
able in green or black, is manufactured by Marley 
Industries Corporation, Long Island City, New York. 


Baby Bulldozer for Builders 


“Mighty Mouse,” an 800-pound bulldozer, has an 
800-pound thrust to match, says the makers, Mead 
Specialties Company, Chicago. The machine, driven 
by a 4-cycle, five H.P. en 
gine, will backfill around 
foundations, grade lots, 
move and dump loads of 
dirt, carry rubbish and 
construction materials, 
and clear land. It has a 
lifting capacity of 2,000 
pounds, announces the 
company. For further in 
formation, contact Mead 
Specialties Company, 

Dept. MM-8, 4114 Knox, 
Chicago, Illinois. 


Glass Absorbs Hect 


Spokesmen for Libbey-Owens-Ford say the new heat 
absorbing Thermopane will increase air conditioning 
cfliciency. Room temperatures, this summer, lowered 
by the insulating air space between the two panes of 
glass in a Thermopane unit will be lowered even more 
by the substitution of a heat-absorbing, outer pane of 
glass. This blue-green tinted pane will soften the glare 
in the room, and prevent nearly half of the sun’s 
entering heat rays from boosting the temperature. 


Wall or Ceiling Fan Developed 


Using no more current than a 50-watt bulb, a venti 
lating fan built by Fasco Industries, Rochester, New 
York, is said to exhaust stale, hot air from a kitchen 
in three minutes. Its four-pole motor delivers 550 CFM 
without annoying radio interference. 

Attractively designed, the fan is small enough to be 
installed between ceiling joists above the kitchen stove. 


Steel Doors for Homes 


For “between-room” use, Truscon Steel Company 
of Youngstown, Ohio, has developed a residential-typ¢ 
swinging door and frame. The company claims periect 
installation for its well-designed door that is fitted 
with Yale and Towne brass locksets 

For closet doors, the company announces sliding 
steel doors equipped with ball bearing rollers, felt top 
guides, and rubber bumpers at the jamb for quiet 
closing. 
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Greater Value 
at 
Lower Cost 


By economical, streamlined modular construction, 
Pollman Homes offers new low costs in a wide 
variety of attractive factory-built homes. Dis 
criminating real estate builders and developers 
are finding that Pollman Homes, built by experi- 
enced craftsmen, increases the prestige of their 
subdivisions. For further information, write to 


Pollman Homes 


Manufactured and Distributed by 


THYER MANUFACTURING CORP. 


2857 WAYNE STREET, TOLEDO 9, OHIO 














REAL ESTATE ADS THAT GET RESULTS 


These Advertising and Sales Ideas Have Helped Real 
Estate Men All Over The Country Make More Mone) 
 « 


— 


a This Guide Tells You: 


What is Wrong with Most 
Want Ads — What Makes 
Want Ads Bring Buyers 
How to Save Words and Save 
so write Money — Descriptions vs 


“ATE Advertisements Getting 
t si Al ” Favorable Attention Mak 
Rk AL - a ing Ads Different — How to 
ona _ AD> Give the Reason for Sellin 
W ANI J When to Mention Price & 
7 Give Location — Making the 
Right Start — Making Want 
Ads Prominent — Examples 
of Unusual Spelling of Words 

sing Unusual Words 


Avoid Exaggeration Th 
Use of Humor - Making a 
Good Ending Want Ads 


to List Property Examples 
of Attractive Headlines 
Eight Features to Emphas 
Specific Examples to Guide 
“ You — Test Chart Poir 
Worth Following 


vio 


SENT TO YOU WITH RETURN PRIVILEGE 

This highly successful guide has been prepared to show you MORI 
about the field you are in—to SUPPLEMENT the knowledge and expe 
rience you have already gained. This guide about how to INCREAS! 
YOUR PROFITS from want ads is easy to read. It is packed with 
valuable information you want, information that took others years & 
acquire. You can examine it without risk. You need not keep it unless 
you are fully satisfied. Send for i NOW! 

GILL PUBLISHING COMPANY, Dept. J. 

37 Franklin Court, Garden City, N.Y. 

Enclosed is $2.00. Please send me, at once How to Write Re 
Estate Want Ads & Scrap Book of Ads If at any time within 10 
days I am not completely satisfied, I will return book and you are to 
refund my $2.00 immediately 


NAMI 
STREET 


Crry 
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NEW REFLECTING TYPE 
LOW COST METAL 
REAL ESTATE 


GLO-SIGNS 


e They're New! 

e They're Different 

@ They're Practical 
QUICK SERVICE 


Write for sample, use 
your letterhead, Dept. R.S. 





va © 











“WE SIGN THE NATION’ 


ACTIVE 


;~ 
wid 102 West 


DISPLAY ADV 


b Chicage 8, 1! 


Syndicate will buy or take long term lease on 
centrally located retail properties having 25 ft. 
rontage and up in cities of 10,000 and over 
Possession date immaterial. Brokers cooperation 
invited. Mitchell Realty Co., 276 Fifth Avenue, 
New York City. 


METAL SIGNS, 14 x 20, Lots $.44 each 
Realtors Sign Service, Box 1022, Greenville, S.C 


Training ror— 
FUTURE REAL ESTATE 


Brokers, Appraisers, Managers 
Investigate our Home Study and Residential 
courses in Real Estate. Includes all p 
of the business. G.I. Approved. On- 

Job Trainees can take either course 


FREE CATALOG Established 1936 
WEAVER SCHOOL OF REAL ESTATE 
Dept. RE 


15 E. Pershing Rd. Kansas City 8, Mo. 











Attractive — Durable 


REAL ESTATE 


——SIGNS— 


Are Your Best 


“SILENT SALESMEN” 


Write for Prices, ete. 


Use Your Letterhead, Please 


HERMAN SIGN COMPANY 


5355 Walsh St. St. Lovis 9, Mo. 


Affiliate Member St. Louis Real Estate Board 











The real estate financing picture 
is confusing even the most adept 
number-twisters. One problem vex 
ing private builders, bankers, real- 
tors, is the so-called middle-income 
housing bill providing special cred 
it facilities for housing cooperatives 
and non-profit organizations. ‘The 
government proposes a new unit 
under HHFA to handle $1 billion 
for these loans. The loans, to be at 
,°> and run for 60 years, would 
“pull the rug from under” 20-25 
year GI and FHA loans at 4°; and 
11°. interest. And further govern 
ment functioning in the financing 
picture will add further political 
pressures to economic considera- 
tions, 

Fanny May's dollar authorization 
may be sufficient to carry through 
the next two months, although 
FHA Title I and Title VI expire 
March |. Whether or not Congress 
will pass further authorization to 
prevent a financing gap is a moot 
question. At latest count, there 
were roughly 600,000 mortgages 
with a value of about $4 billion 
eligible for Fanny May’s purchase. 
New ones are being written at the 
rate of about 50,000 monthly. 

In the meantime, the Mortgage 
Bankers have plans 
underway to organize a_ private 
corporation similar to Fanny May 
that will provide a private second- 
ary market. The plans do not call 
for Fanny May’s dissolution but its 
return to function as a stand-by 
market. The agency, now holding 
more than 200,000 mortgage loans 
of more than $1,600 million, is 
having trouble finding “takers” for 
a huge portfolio of GI loans, now 
in a seller's market. 


Association 


Ground will be broken within a 
few weeks on a $15 million rental 
housing project near Cincinnati. A 
93-acre tract has been purchased 
for 1,540 apartment units and shop 
ping center, but the name of the 
national building syndicate spon 
soring the development is not be 
The 


ing divulged. three-and-one 
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half and six-room units will have 
an average monthly rental of $75. 
Architecture of the two- and three- 
story buildings will be modified 
brick colonial, with an average of 
12 units for each type, each unit to 
have its own parking facilities. 


Hal C. Hardin of Kansas City 
reports an amusing incident that 
happened during one of his well 
planned promotion campaigns. His 
company had one unit in a sub 
division which it tried to market 
ala cafeteria style. Stakes were 
driven into each lot and red “sold” 
signs were put on the stakes, cover- 
ed by another card giving dimen- 
sions, price, number of the lot. The 
idea was that on the day of the 
grand opening, the prospects would 
tear off the outer cards on the lots 
they chose, bring them to the tract 
office. But the night before the 
opening, a light rain fell, accom 
panied by a breeze. When salesmen 
appeared the next day, the “sold” 
cards appeared on every lot. The 
outside cards, softened by the rain, 
had been blown off, leaving only 
the red cards. 


News Nibblings: In Milwaukee, 
Realtor Bob Jansen made a 400- 
foot movie in color titled “New 
Tenements” that depicts the story 
of public housing projects in that 
city. The movie depicts the high 
cost of public housing, the advan 
tages of home ownership. The 
movie is being made available to 
civic groups to fight socialized 
housing at the grass roots... . As 
a test for municipal health and 
economy, every home in the town 
of Jasper, Indiana (pop. 5,000) is 
being equipped with a garbage dis 
posal... . Oscar F. Litterer, indus 
trial economist for the Federal 
Reserve Bank of Minneapolis, says 
that as compared with the general 
price level, the prices of homes rose 
faster prior to 1948, but since have 
declined at a lower rate. 
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CONSULT THESE SPECIALISTS... 


FOR CHAIN STORE 


FOR REAL ESTATE 
SALES 


@ALBANY, N.Y 


Picotte Realty, inc 
20 Washington Ave 


@ KNOXVILLE, 
LENN 
Richards Real Estate 
Co 
722 Market St 


@BUFFALO, N.Y 


William A. Larkin 
Company 
ll Niagara Street 


e@ TOLEDO, OHIO 
Schuster & Co. 
George E. Schuster 
Gardner Building 


@ DENVER, COLO 
Garrett-Bromfield & 
Company 


@NEW YORK, N.Y 
Fass & Wolper, Inc 
7 East 42nd Street 


Main Street Proper- 
ties Anywhere in the 
A. 


any 
Security Building 


@ DENVER, COLO 


V. J. Dunton Realty @WICHITA, KAN 


Russ Prater Com- 


0 
0-10 Midland Sav- any 
" oo 130"North Main 


ings Bldg 


FOR EXPERT 
APPRAISAL SERVICE 


@ NEWARK, N.J. 
Harry J. Stevens, 


e@COLUMBUS, OHIO 
William P. Zinn & 


Co 
37 North Third St 478 Central Avenue 


@CONCORD, N.H @ NEWARK, N.J 
William E. Sleeper Van Ness Corpora- 
Realtor-Appraiser - tame ets ities, 

President 
24 Commerce St 


@FAST ORANGE, 
N.J 
Godfrey K. Preiser, 


M.A.I. —S.R.A 
1 N. Harrison St 


@NEW YORK, N.Y 
Henry Waltemade, 


nme 
369 East 149 Street 


@LOS ANGELES, 
CALIF 


@NEW YORK, N.Y 
Scientific Appraisal 
Corporation 
7 East 42nd St 
$200,000 values and 
up only 


. Ww 

aggart 

1636-1640 Wilshire 
Blvd 


@ MINNEAPOLIS, 
MINNESOTA 


Norman L. Newhall e PHILADELPHIA, 
M 1 PA 


M.A 
519 Marquette Ave Richard J. Seltzer, 
M.A.I 


12 South 12 Street 


@ MINNEAPOLIS, 
MINNESOTA 
J. F. Sutherland, eST. LOUIS, MO 
! Ouo J. Dickmann, 
17 East 24th Street 
1861 Railway Ex- 
change Bidg 


@ NASHVILLE, 
TENNESSEE 
Biscoe Griffith Co 
—Since 1914— 
214 Union Street 
Tenn.—Ky.—Ala 


e@ TOLEDO, OHIO 
Howard W. Etchen, 
M.A.I 


Etchen-Lutz Co 


FOR LAND PLANNING 


e@WILMETTE, ILL 
Myron H. West 
916 Greenleaf Ave 


FOR IDEAL 


STORE LOCATIONS 


@ALBANY, N.Y 


Picotte Realty, Inc 
120 Washington Ave 


@AUGUSTA, GA 


Sherman-Hemstreet 
Realty Co 
801 Broad Street 


@ BALTIMORE, MD 
B. Howard Richards 


Inc 
Morris Bidg 


eCINCINNATI, 
OHIO 
Robert A. Cline, 


nc 
1027 Enquirer Bidg 


@DES MOINES, IA 
Donahoe Investment 


Co 
Retail, Wholesale, 
Industrial 


@ KANSAS CITY, 
MO 


Moseley & Company 

Retail, Wholesale, 
Industria 

Suite 1111, Insur- 
ance Exch. Bidg 


@NEW ORLEANS, 
LA 


Leo Fellman & Co 
829 Union Street 


@OKLAHOMA CITY, 


OKLAHOMA 


H. F. Bradburn, 
Fidelity Bldg 


@OKLAHOMA CITY 
OKLAHOMA 


J. B. Klein, Inc 

P.O. Box B, 
Northwest Station 

Retail, Wholesale 
Industrial 


@OKLAHOMA CITY 
OKLAHOMA 


Tom Pointer Co 


404 Local Bide 


eST. LOUIS, MO 


Isaac T. Cook Co 
1818 Arcade Bldg 


@SARASOTA, FLA 
Don B. Newburn 


144 So. Pineapple 
Ave 
@ WASHINGTON, 
DA 


Shannon & Luchs 


o 
1505 H Street, N.W 


FOR PROPERTY 


MANAGEMENT 


@ ANDERSON, IND 
A. L. McKee 


Anderson Banking 
Co 


@COLU MBUS, OHIO 
William P. Zinn & 


“” 
37 North Third St 


@ DENVER, COLO 
Garrett-Bromfield & 
Company 
Security Building 


e@DENVER, COLO 
V. J. Dunton Realty 


Co 
400-10 Midland Sav- 
ings Bidg 


@ JACKSONVILLE, 
FLORIDA 
Mal Haughton, Jr 
108 W. Bay Street 


@ TOLEDO, OHIO 
Schuster & Co 
George E. Schuster 
Gardner Building 


@ TOPEKA, KAN 
Greenwood Agency 
108 East Seventh St 


FOR FARMS 


AND RANCHES 


@DENVER, COLO 


LOCATIONS 


@ALLENTOWN, PA 


The Jarrett 
Organization 

842 Hamilton St 
Specializing East 
ern Penna.” 


@eCOLUMBLS, OHIO 
William P. Zinn & 


o 
North Third St 


@SCHENECTADY, 
N.Y 


R. C. Blase, 
434 State St 


eSYRACUSE, N.Y 
Jackson M. Potter, 


m 
237 Bast Genesee St 


e TOLEDO, OHIO 


The Al E. Reuben 
Com 


pany 
618-20 Madicon Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ ALBANY, N.Y 
Picotte Realty, Inc 
120 Washington Ave 


@ALLENTOWN, PA 
The Jarrett 
Organization 
842 Hamilton St 
Specializing East 
ern Penna 


@COLU MBUS, OHIO 
William P. Zinn & 


Company 


37 North Third St 


@CONNECTICUT 
AND VICINITY 


Nathan Herrup, Inc 
61 Allyn St 
Hartford 


@DODGE CITY, 
KANSAS 
L. B. Hancock, Inc 
P.O). Box 947 

e INGLEWOOD 
CALIF 


Emerson W. Dawson 
P.O ox 555 


@KANSAS CITY, 
MISSOURI 


Moseley & Company 

Retail, Wholesale. 
Industrial 

Suite 1111, Insur- 
ance Exch. Bidg 


@ MOBILE, ALA 
Thos. M. Moore 
Industrial Site Spe- 

cialist 


@OKLAHOMA CITY 
OKLAHOMA 
J. B. Klein, Inc 
P.O. Box B, 
Northwest Station 
Retail, Wholesale, 
Industrial 


@OKLAHOMA CITY, 
OKLAHOMA 


fom Pointer Co 
504 Local Bidg 


eST. LOUIS, MO 
Otto J. Dickmann, 
M.A.1 


1861 Railway Ex- 
change Bidg 


eST. LOUIS, MO 
Henry R. Weisels 


ompany 
$18 North Eighth 


@SAN JOSE, CALIF 
Thos. L. Mitchell & 
Company 
97 E. Santa Clara 
St 


@SCHENECTADY, 
N.Y 
R. C. Blase 
434 State St 





Rates for 
In the “Consult 


2 lines 12 issues 
2 lines 6 issues 


2 lines 


Advertising 
These Specialists” 
Department 


less than 6 issues 


Per 
Issue 


$3.00 
$3.50 
$4.00 


@LOS ANGELES, 
V. J. Dunton Realty ALIF 


Company 
400-10 Midland Sav- 
ings Bldg 


California-Nevada 


Company 
412 W. 6th Street 


Additional lines, 50 cents per issue 


No charge for city and state lines 
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MMNTUION 2 NOMEL 


“TO NEW HORIZONS 


. making quality Home ownership possible to 
many in and around your area. 


In the new CHAMPION Series you will find 
three attractive sizes. Two and three bed- 
rooms, a large living room, kitchen, utility 

room, bath, and ample closet space. These 

new two and three bedroom Homes are 
designed to sell from approxi- 


: os ‘ ain ‘ | mately $6,300 to $7,500 complete 
CHAMPION HOME Size 3 | : | : te with lot. 


Designed to sell for approxi- : ° 
mately $7,500* with lot. The CHAMPION Series is an 
addition to the popular Master 
_I and Deluxe Gunnison Homes. They 








Bisle 


are backed with over 15 years 


Available in Left 
>* Right-hand Plan of successful experience. 
Interim Financing is available to qualified 
Dealers. Advertising, Sales Promotion services, 
and direct aid from District Sales Managers 
round out the program. 


New Territories are being opened and 
we invite inquiries from those having 


ae nae” 


CHAMPION HOME Size 2 
Designed to sell for approxi- 
mately $6,800* with lot. 


sound financial standing and excel- 
lent references. 


For complete Dealer information 
write to New Dealer Division No. 1 


Available in Left Gunnison Homes, Inc., New Albany, 


or Right-hand Pian 


Indiana. 


CHAMPION HOME Size 1 
Designed to sell for approxi- 


mately $6,300* with lot NEW ALBANY, INDIANA 


Avoilable in Left 
or Right-hand Plan 
*(Depending on loca! costs 9 

such os lot abor rates 
ond building codes, etc. 





